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Logistics and sound marketing practice are as important to busi- 
ness film distribution as to any other distribution. 


That's why professiona! distribution is indicated for any business 
film that is produced for public showings. Modern libraries in 30 
key cities and a complete knowledge of audiences — 16mm, tele- 
vision, and theatre — will help make your film a success. Modern 
Talking Picture Service, the professional distributor of films, is in 
business because it serves both the audience and the sponsor and 
serves them well. 


Why don’t you find out what professional distribution can do for 
you. Ask 


3 East 54th Street, New York 22 / Prudential Plaza, Chicago 1 / 210 Grant Street, Pittsburgh 19 


444 Mission Street, San Francisco 5 / 612 S. Flower Street, Los Angeles 17 / 19818 Mack Avenue, Detroit 36 
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HOUSEHOL 


D FINANCE 


Corporation 


presents... 


“With movies, we can train our people 
anywhere, anytime, without policy dilution.” 


says H.S. Logan, Training Director 
Household Finance Corporation 


“Our business is people. We have over 1000 branch man- 
agers throughout the United States and Canada who 
must work with people under a uniform HFC philosophy. 


““Management training movies are the quickest, most 
unerring, and as-close-to-personal way we've found to 
pass this HFC policy from home office to branch. 
With movies, we can be absolutely sure of duplicate pres- 
entations and no dilution of policy. 


“To show our movies, we've selected Kodak Pageant 
Sound Projectors. We think they give us fine performance 
on the screen, and quiet, non-distracting operation.” 


Kodak Pageant Projectors 
don't get in the way of the movie 


You, your instructors, or your salesmen don’t have to 
fumble with parts. The Pageant’s reel arms, belts, power 
cord are all permanently attached. A child can set up 
and thread this machine. Many do, in fact, in school- 
rooms everywhere. For a demonstration, call your Kodak 
audio-visual dealer, or for literature, write: 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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Creatively assisting your 
every audio-visual need: 


“TV. COMMERCIALS 4 SHOWS 


INDUSTRY FILM PROGRAMS 
SLIDEFILMS 
SOUND RECORDING 
CLOSED CIRCUIT TV 
LIVE CONVENTION SHOWS 

VIDEOTAPE 
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For ANY or ALL Producer Services 


...it's byron 


across the board! 


RECORDING 


ME? 
(GN 
—— 


17 


ETIC SOUND 


COLOR-CORRECT 
PRINTS 


NEGATIVE-POSITIVE 
COLOR PROCESSING 


For information and 
quotations on ANY or ALL 
of these Producer Services, 
write, phone or wire ... 


laboratory 
1226 Wisconsin Ave., N.W., Washington 7, D.C. 
FEderal 3-4000 


1226 East Colonial Drive, Orlando, Florida 
CHerry 1-4161 
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RIGHT off the NEWSREEL 


Because of a growing interest 
in audio-visuals by business and 
industry, a variety of sales and 
training aids will be featured dur- 
ing the 1960 National Audio- 
Visual Association convention and 
exhibit in Chicago, August 6 
through 9, according to General 
Chairman Harvey W. Marks. 

“Virtually a brand new market 
has opened up for A-V devices,” 
Marks noted. “This was brought 
on by the discovery that A-V tools 
are ideal for direct sales and point- 
of-purchase merchandising. An 
exciting challenge awaits the busi- 


Levene said. She emphasized that 
the effectiveness of each film will 
be particularly judged on the basis 
of its purpose, with special atten- 
tion to the type of audience for 
which it is intended. 

A panel of distinguished jurors 
will pre-screen all eligible entries 
and select three films in each 
category. A final jury will name 
nine Golden Gate Award winners. 

Entry forms may be obtained 
from the 16mm Committee, San 
Francisco International Film Fes- 
tival, 172 Golden Gate Ave., San 
Francisco 2, Calif. Ly 


CONTINUOUS nessman willing to acquaint him- 

self with these newly-available sales 

. : COUSINO S24 tools, most of which will be on Photo Scientists & Engineers 
display during the NAVA trade Meet in California May 9-13 


ECHO-MATIC 
TAPE 


vy Timely reports on space age 


show.” 
Two types of equipment for photography and related  instru- 


= 


TRI6SS (illustrated) $398 LIST 
1655-C (without sound) $225 LIST 


introduces 


Pictur-Visi 


sound, synchronized with 
‘round-the-clock slide projection. The versa- 
tility of this new unit is astonishing . . . check 
these 6 ways Pictur-Vision can be used: 


1—Snap on the sealed Cousino Tape Repeater for 
a continuous, day-in, day-out commentary. This 
is synchronized with 16 radiant slides changing 
at 9 second intervals 


2—An impulse on the tape automatically changes 
slides at any interval desired. 


3—Remote push-button control changes the slides 
to keep pace with your commentary. Microphone 
hook-up amplifies voice to any volume with no 
distortion or hum. Ideal for sales training courses. 


4—Telephone hook-up relays your message through 
up to 20 phone sets. Slides and message syn- 
chronized, operates continuously. 


s—High-fidelity musical background repeats every 
20 minutes while 16 slides automatically change 
every 9 seconds. 


6—As a straight projection cabinet, with 16-inch 
Solorbrite screen. 


500-HOUR WORRY-FREE PROJECTION LAMP 


business use were mentioned by 
Marks. The first is the compact, 
self-contained projection unit that 
may easily be carried by a sales- 
man for making personal sales 
presentations. The second type of 
unit is the repetitive projection 
console recently developed in a 
variety of sizes for point-of- 
purchase and in-store window dis- 
plays. 
* ok 

San Francisco Invites 16mm 
Entries for Autumn Festival 

ve San Francisco’s International 
Film Festival, to be held October 
19 to November 1, will offer, for 
the first time, nine Golden Gate 
Awards in non-theatrical film com- 
petition. 

Awards will be made for the 
best 16mm films in nine different 
categories: Industrial-Institutional 
films for private and public use; 
government films for both in- 
service use and for general infor- 
mation to the public; educational 
films for classroom, special train- 
ing and adult education; experi- 
mental films of the avant-garde. 
abstract type, and art and culture 
films.; 


ments will be featured among more 
than 60 technical papers scheduled 
at the 1960 national conference of 
the Society of Photographic Scien- 
tists and Engineers, May 9-13, in 
Santa Monica, Calif. 

Navy and Air Force scientists 
will report on specialized cameras 
to obtain missile trajectory infor- 
mation, latest developments in 
radarscope photography, and use 
of a cloud simulator for more 
effective flight training. Another 
paper will discuss a combination 
of photogrammetry and electronic 
data processing for better highway 
planning. 

Dr. Herbert Meyer. west 
coast conference coordinator, and 
Waldo Hunter, III, program chair- 
man, said that a technical exhibit 
in conjunction with the conference 
will demonstrate the latest techni- 
cal developments and methods 
of nationally-known photographic 
manufacturers. 

Robert O. Mease, SPSE exhibits 
chairman, said that leading photo 
manufacturers will be represented. 
A partial list of exhibitors includes 
the American Speedlight Com- 


pany, E. I. du Pont de Nemours, 
Gevaert, Ansco Division of Gen- 
eral Aniline & Film, Meyer-Reed 
Company, L&W Photo Products, 
Eastman Kodak Company, En- 
cyclopaedia Britannica, Bell & 
Howell, Fuji-Craig Company, 


Even in full daylight, the 750-watt lamp projects a full, radiant 
image on the large 16-inch screen. Magnetic 6 x 9-inch 
speaker gives clean, hi-fidelity tone at any volume from a whisper 
to top convention-hall sound. Bleached-mahogany finish cabinet 
of solid plastic Fiberesin will not scratch, burn or water-mark. 


@ 


PICTURE RECORDING COMPANY 
°. oc, Wisconsi 


irving M. Levin, director of the 
Festival for the San Francisco Art 
Commission, announced that Miss 
Carol Levene, film producer, 
teeacher and writer, will be in 
charge of the 16mm section at the 
festival. Edwal Scientific Products, Birns 

An outline explaining the con- and Sawyer, Houston Fearless, 
tent and purpose of the film subject Inc., Hunt Chemical Company, 
must be sent to the Festival head- LogEtronics Corporation, Art 
quarters, before June 1, Miss Royce and Microcopy Company. 
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nothing is so powerful as an idea 


whose time has come ... (Hugo) 


It takes special creative and technical skills 


to combine the timely good idea with pro- 


duction values of the highest quality to in- 


sure maximum audience appeal. 


There is no substitute for creative thinking 
skilfully applied to the problem at hand. Our 
major concern is with the calculated end- 


results all sponsors must have for success. 


John Sutherland Productions, Incorporated 


LOS ANGELES 
201 North Occidental Boulevard 
Los Angeles 26, California DUnkirk 85121 


NEW YORK 
136 East 55th Street 
New York 22, New York Plaza 5-1875 
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A DISTINGUISHED 
SPONSORED FILM 


ve “Egypt Reborn,” a 20-minute mo- 
tion picture in Eastmancolor pro- 
duced for the Sahara Petroleum 
Company by John Sutherland Pro- 
ductions, tells the gripping story of 
the search for oil in the desert 
wastes west of the Nile and what is 
involved in this costly exploratory 
work. 


This unusually fine film clearly dem- 
onstrates the effectiveness which can 
be achieved by the skilful combining 
of live-action and animation to tell a 
complex story with emotional as well 
as informational values. 

“Egypt Reborn” vividly contrasts the 
ruined grandeur of ancient Egypt 
with the progress to be achieved by 
the application of modern industrial 
methods to a backward country. 


Since the Sahara Petroleum Company 
was financed by the Cities Service, 
Richfield Oil, Ohio Oil and Continen- 
tal Oil companies, this film tellingly 
demonstrates the values of free en- 
terprise-in-action to any country 
which aspires to a rising standard 
of living for all its people. 

“Egypt Reborn” is the fifth film 
dealing with the oil industry the 
Sutherland organization has _pro- 
duced. The others: “The Conserva- 
tion Story,” which stresses the need 
for conservation of all our natural 
resources, including irreplaceable oil. 
“It Never Rains Oil” explains the 
purpose and the public values of the 
government’s oil depletion policies. 
“Destination Earth” graphically 
portrays the benefits of the Ameri- 
can economic system in operation 
without unduly restrictive controls.* 
(16mm prints are available for 
screening.) 


“Egypt Reborn” is one more film 
with the Sutherland touch, designed 
to command audience attention, to 
inform and to persuade. 


*“Fill ‘Er Up” tells the value story of a 
vallon of gasoline. 
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STILL. 


with AQ’s NEW 


Make liquids flow, wheels turn, gases 
explode . . . show vibration, speed, tur- 
bulence and many other movement 
forms. You do-it-yourself with AO's 
New TECHNAMATION® Materials 


Kit. Includes everything you need 


to give action or color to any static, 


black and white transparency. 


Simply cut self-adhering material 


to shape with knife or scissors and 


apply to any portion of the transpar- 


ency where motion is desired. 
Attach a motorized polarizing spin- 
ner (also available from AO) to your 


overhead projector and view the 


dynamic motion simplifies the most 


complex subject .. . makes it easier 
to understand and remember. Write 
today for complete information. 


®Tm Reg. Technical Animations, Inc 


American Optical 
Company 


INSTRUMENT DIVISION, BUFFALO 15. NEW TORK 


amazing results. The easy addition of 


TRANSPARENCIES 


Dep 


t. C-80 


Please forward full information on AO’s New 


TECHNAMATION 


Please advise me where I may view a demo: 


stration on AO’s New TECHNAMATION. 
Name 


Address 


8 
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THE NEWSREEL: 


(CONT'D FROM PRECEDING PAGE) 


Advises Congress to Create 
U.S. Communications Agency 

* The U.S. Advisory Commission 
on Information, in its 15th report 
to Congress, has recommended that 
the total U.S. effort in the informa- 
tion, cultural and educational fields 
would be more economically and 
effectively administered in the 
1960's if integrated in one inde- 
pendent agency of the government 
with Cabinet status. 

In observing the nation’s inter- 
national communications programs 
for the past decade, the Commis- 
sion has concluded that an inte- 
grated foreign communications 
program will provide the U.S. with 
a more powerful weapon in the 
long, competitive ideological and 
psychological struggle with inter- 
national communism. 

The Commission urged the gov- 
ernment to move ahead with the 
scientific and experimental work 
that is necessary for facilitating 
world-wide audio-visual communi- 
cation, as well as other media. 

* 
Annual Canadian Film Awards 
to be Presented on June 3rd 
vy Dr. A. W. Trueman, director of 
the Canada Council, will present 
the 12th Annual Canadian Film 
Awards in Toronto, June 3. 

Presentations will be made at 
an informal luncheon for members 
of the press, the Association of 
Motion Picture Producers and 
Laboratories of Canada, the Can- 
ada Foundation, the Canadian 
Film Institute, the Association for 
Adult Education, CFA judges, and 
others. 

One hundred fifteen films sub- 
mitted by 30 entrants in 11 cate- 
gories are eligible for awards this 
year. One of the winners may be 
selected as “Film of the Year.” 
The AMPPLC will again present 
its plaque for the best amateur film 
from among seven entries. 

Judging has begun in Ottawa, 
Toronto and Montreal, where 55 
persons are screening the films. 
Each entry will receive a_ full 
report on the judges’ evaluation 
of his film. Wy 

* 
Safety Council Is Preparing 
New Safety Film Directory 
vy The National Safety Council 
plans to publish a new, up-to-date 
edition of its Directory of Safety 
Films, last issued in 1956, in 
response to a demand for a source 


BUSINESS SCREEN 


of information on accident and fire 
prevention, first aid and civil 
defense films. 

To make the late edition as 
comprehensive and accurate as 
possible, the Council would like 
to have complete, current listings 
of nationally available safety films, 
giving full information called for 
in a questionnaire. 

“This is a big job, and we can’t 
do it without the assistance of 
film firms everywhere,” said Miss 
Helen Willems, editor of the 
directory. Forms may be obtained 
from the National Directory of 
Safety Films, National Safety 
Council, 425 N. Michigan Ave., 
Chicago 11, Ill. 

International Trade Fair at 
Chicago to Re-Open June 20 
vy The 1960 International Trade 
Fair, sponsored by the Chicago 
Association of Commerce and 
Industry, will be held June 20 - 
July 5 at Navy Pier Exhibition 
Hall, according to Richard Revnes, 
the Fair’s managing director. 

Exhibits will feature tens of 
thousands of new and interesting 
products from all over the world, 
including recent audio-visual and 
photographic equipment. 

* 

Color Film of Ike’s Visit 
Showing to Latin-Americans 
vy Latin Americans are seeing a 
color film of President Eisen- 
hower’s recent visit to Brazil, 
Argentina, Chile and Uruguay. 

The 30-minute, 35mm film was 
released by the U.S. Information 
Agency for showing in theaters 
and on television, bringing the 
President’s message of friendship 
and goodwill to millions who did 
not see him in person. 

Produced by USIA’s Motion 
Picture Service, the film, with 
narration in English, Spanish and 
Portuguese, is being shown not 
only in theaters, but also in small 
towns and villages by the Agency’s 
mobile film units. Prints have 
also been sent to Europe, the Near 
and Far East and Africa. ee 

* 

NAVA Appoints Legal Counsel 
yr George P. Lamb has been re- 
tained as permanent legal counsel 
for the National Audio-Visual 
Association, Fairfax, Virginia. 

Widely recognized as a leading 
authority on antitrust matters, 
Lamb has represented trade asso- 
ciations for more than 25 years. 
Working with him in the new 
capacity is his partner, Frank W. 
Schattschneider. 


MAGAZINE 


4 
: 
ig 
ome to - | 
| 
City Zone State 
: 
6 
5 


Communications For Business! 


The Wilding Communications Idea Center 


Meeting today’s urgent problems in group communications 

among employees, salesmen, shareholders, and the myriads of 
people on whom business depends for real understanding of 
problems and their solutions—is a primary concern at Wilding 
Inc. Constant research and development of better tools to help 
meet your communication needs has been intensified in the past 
year. The results of this constant search are concentrated in 
our new Communications Idea Center with more than 20 demon- 


strations ready in this centrally-located Chicago facility. 


THE WILDING COMMUNICATIONS IDEA 


Contact your 


Communications For Business 
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We invite you to witness the latest in communication ideas and 
equipment to share with our creative and technical innovators 
this “live” showing of techniques especially developed for 
American business. Yes, there’s a “revolution” at work here, 
including fully-automated Program Control that permits an 
entire audio-visual program to be presented automatically by 
one man! And every feature at the Center is designed for com- 
plete portability— you can take it, show it, anywhere, anytime! 


Make a date to see it soon! 


CENTER MAY BE SEEN BY APPOINTMENT 


nearest Wilding Sales Office— 


CHICAGO: LOngbeach 1-8410 
DETROIT: TUxedo 2-3740 


NEW YORK: PLaza 9-0854 
PITTSBURGH: GRant 1-6240 


CLEVELAND: TOwer 1-6440 
TWIN CITIES: Midway 6-1055 


CINCINNATI: GArfield 1-0477 
SAN FRANCISCO: DOuglas 2-7789 


HOLLYWOOD: HO 9-5338 
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’ | A Three-Time Winner at Valley Forge— 
FOR PRODUCERS 
Army's “Big Picture” Viewed by Millions 
| SLIDE FILMS | 
Bs TV COMMERCIALS As it swings into its tenth year. 
| there are big statistics from the 


Army’s Big Picture television 
wig Wsber. We. series, which has just won three 

awards from the Freedoms Foun- 
dation at Valley Forge for the 
third straight year in a row. 


offers a complete production service 


Each week, these documentaries 

ure seen by a potential audience 4 

‘ telops of more than 89 million viewers / be Pe Raymond Massey (r) was narrator of 
f tli at home and abroad on 265 TV Freedoms fward-winning film “The 

ati 44 od Eisenhower Story” which Ben Stelson 
x lettering stations and overseas Armed (1) produced tor Army. series. 


layout Forces stations. 
maps Close to 15,000 miles of film M/Sgt. Stuart Queen, host-narrator of distributor, running time, purchase 
backgrounds has been processed for the pic- fred. ng ao Thay discusses cuts with and rental fees, plus a brief sum- 
retouching tures which are produced by a “°° SU mary of contents. 
staff of 200. of which 94% are Picture big,” says host-narrator, Send information to Richard 
color correction of civilians at the Army Pictorial Master Sergeant Stuart Queen, J. Shepherd, director, Information 
packaged products Center, Long Island City, New who has appeared in more than Center, Public Relations Society of 
a wide York. All of the writing, music 245 episodes in the past few years. America, 375 Park Ave., New 
assortment and lab work is contracted out for *- ¢ 8 York 22, N.Y. Vd’ 
tes the 39 episodes each year, as are — Public Relations Society Is * * 
certain “class A” productions, par- Seeking Data on Useful Films Luft Is Archives Historian 
on remnant ticularly those with new footage. “ The Public Relations Society of ty Herbert G. Luft is the new 
Galway Productions of Holly- America is seeking information historian for the Archives Commit- 
421 WEST 541TH STREET, NEW YORK 19, N.Y wood, for example, produced a on films and other audio-visual tee of the Hollywood Motion 
paisa film on Nike-Hercules sites, star- aids covering the purposes, tools Picture and Television Museum. 
ring Roy Rogers. and techniques of public relations. Announcement was made by Sid- 
LOOK TO BUSINESS SCREEN FOR “Its a series of little pictures The PRSA would appreciate the ney P. Solow, committee chair- 
THE BEST IN FILMS & SERVICE of little things that make The Big following data: title, date, sponsor, man for the Museum. yy 
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...you’ll find 


Man and his camera are only as good as the equipment backing him up... 
that’s where CHARLES ROSS “shines”. Assure yourself of the right light- 
ing and grip equipment for every job from one of the largest inventories 
in the east ...a moments notice starts anything from a powerful generator 
truck to a director’s chair on its way to your location. Enjoy all the con- 
venience, savings and dependability that our 39 years of leadership can 


give you...in the motion picture, TV and Industrial fields. 
GRIP EQUIPMENT 


RENTALS sates service 


Send for a schedule of rental rates. : 


Lighting the Motion Picture Industry Since 1921 


GENERATOR TRUCKS 


1600, 1000, 700, 300, 200 Amp. D.C. 
100, 50, 30, 20 Amp. A.C. 


PROPS 333 West 52nd Street, New York City, Circle 6-5470 


INC, 


NUMBER VOLUME 21 1960 


. 
7a 
e q 
a 
| 
Chale 
= 
Cie 
SR by 
9 


_ Alexander Acquires Theatre 
| Ad Division from Reid Ray 
vv Acquisition of the theater screen 


| advertising division of Reid H. 

Ray Film Industries, Inc., by Alex- 

ic ander Film Company, Colorado 
Springs, was recently announced by 

Keith Munroe, Alexander presi- 


dent, and Reid H. Ray, president 
of the St. Paul firm. 

The move is said to have 
strengthened the sales position of 
the Colorado firm in Minnesota, 
Wisconsin, North and South Da- 
kota, lowa and Nebraska. The Ray 
organization is continuing produc- 
tion and distribution work in com- 
mercial, documentary, sales, and 
government training films. 

The Alexander company main- 
tains an 18-acre studio city at 
Colorado Springs, with complete 
facilities for the production and 
world-wide distribution of theater 
screen advertising, TV commer- 
cials and longer length films. %& 


* * * 


16mm Entertainment Films 


tertainment Film Business” will be 
the theme of a special conference 
when 16mm.Color Specialists process prints! to be ld August 3-4 in Highland 


‘ entertainment films of the National 
Everyone appreciates quality. It is a source of pride associated with any Andio-Viessl Association. acces 


ing to Committee Chairman Paul 
product. Color Reproduction Company’s specialization in 16mm Color ‘of 


inti j Committee members, who met 
Printing has achieved a “Standard of Quality” which long ago earned 
it a reputation for guaranteed quality which is the Standard of the 16mm NAVA midwinter conference, de- 


cided that the late summer meeting 
Motion Picture Industry. The cost of your production warrants finest would emphasize the _ practical 


‘ rather than the theoretical pro- 
quality prints: See what the technical know-how and production skills of an 


of Color Reproduction Company’s specialists can do for your 16mm Color ~ cyt Paanes 
Prints. Write for latest price list. _ will be devoted to case histories. 
| In addition, sessions will be held 

on locating new markets for enter- 

tainment films, the business econo- 

mics of a film library, and “how- 

to-do-it” problems. 


3 
33 


Use FilMagic All Ways! 
—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 


REPRODUCTION COMPANY 


—Get Best Results With FilMagic Silicones! 


7936 Santa Monica Blvd., Hollywood 46, California 4 ee oe 


THE DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 


Telephone: OLdfield 4-8010 | 
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Farm pictures are no longer tailored for farmers. If you've 
been carrying around a mental image of a farmer, you’d 


better get rid of it. There are few business men who are 


not farmers, at least, at heart. Good agricultural motion 


pictures are simply good motion pictures on farm subjects. 
People, generally, just happen to like good pictures about 
the biggest, the most important and the only factory in the 


world which operates without a roof. 


Among our clients 


Atomic Energy Commission National Board of Fire 
American Bosch Arma Corp. Underwriters 


American Machine 
& Foundry Co. National Cotton Council 


Port of New York Authority 


National Cancer Institute 


American Telephone 


& Telegraph Co. Schering Corp. 
Babcock & Wilcox Co. E. R. Squibb & Sons Div. 
E. I. duPont de Nemours The Texas Company 
& Co., Inc. Union Carbide Corp. 
Ethyl Corporation U.S. Navy 
The Gillette Company Western Electric Co. 
McGraw-Hill Book Co. Westinghouse Electric Corp. 


—and many, many others 


| Audio Productions, Inc. 


CENTER 630 NINTH AVENUE NEW YORK 


Frank K. Speideil, President Herman Roessle, Vice President - PP. J. Mooney, Secretary & Treasurer 
Vice-President, Sales: T. H. Westermann 

Producer-Directors: Frank Beckwith Alexander Gansell Harold R. Lipman 
L. S. Bennetts H. E. Mandell Erwin Schart 


PUBLIC RELATIONS - EDUCATIONAL: TECHNICAL: TRAINING * MEDICAL... and 
| Audio... 
“a 
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La Belle... 
AUDIO-VISUAL 


at its BEST! 


A new approach to sound-slide 
film projectors no records no 
tape threading—simply slide in 
the cartridge and go. Continuous- 
ly and automatically, the story 
you so proudly produced is pre- 
sented as your customers want it 
brilliant pietures—high fidelity 
sound, 
Now unleash bold new ideas for 
punch and drama, supported by 
sound effects for fresh, wide- 
awake interest. Silent signal com- 
mands a new picture to appear 
in perfect synchronization 
to the sound. 


La Belle “Tutor” 

with tape cartridge 
(also available in reel type tape } 
See and hear a La Belle “Tutor” 

. a convincing salesman of itself 

that can be an enthusiastic sales- 
man for your work ... and your 
client’s best salesman! 


\ 


La Belle Maestro makes more and 
more friends because nowhere 
can you see and hear a finer slide- 
sound projector with so many ex- 
clusive features—capacities up to 
150 slides—silent signal changes 
slides automatically and instan- 
taneously for “actionized” effects 
without streaking, glare, or 
blanks. Be the master of your 
story—-not the servant to limited 
capacity automatics. 


Get the facts on La Belle 
range for demonstration. 


La Belle Industries, Inc. 


Dept. B 
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Trade Shows, Creativity and Films: 


What's NEWS in Visual Communication 


National Advertisers’ Assn. 
Holds Trade Show Workshop 
*% The Association of National 
Advertisers recently held a Work- 
shop on trade shows and exhibits 
in New York, NY. The program 
committee, headed by Gilbert G. 
Ahlborn, manager, corporate pro- 
motion events, International Busi- 
ness Machines Corporation, pre- 
sented a program that covered 
both trade shows and large-scale, 
more permanent type exhibitions. 

Subjects discussed included (1) 
a top sales executive’s appraisal of 
trade shows as a sales medium, 
(2) ways to integrate outstanding 
exhibits into a corporate public 
relations and advertising program, 
(3) problems to anticipate before 
participating in fairs, expositions 
and special exhibitions, and (4) 
exhibit ideas that win attention 
and motivate the public. 

Speakers were John Deal, ad- 
vertising manager, the Upjohn 
Company; Homer Evans, Jr., 
director of advertising, General 
Dynamics Corporation; Daniel 
McMasters, director, Chicago Mu- 
seum of Science and Industry; 
Thomas Deegan, Jr., chairman, 
New York World’s Fair 1964 
Corporation, and Donald Steward, 
exhibit manager, Union Carbide 
Corporation. 


* 


Agency Producers’ Creative 
Role Cited in Asch Speech 

Marc S. Asch, executive vice 
president of Van Praag Produc- 
tions, Inc., in a speech before 
the Agency Broadcast Producers 
Workship in Chicago on March 
23, stated that “the agency pro- 
ducers should appreciate _ their 
position in the industry. When 
agency producers pay more atten- 
tion to the fundamentals of adver- 
tising and understand theirs is not 
the job of director, producer, 
editor or cameraman, they will 
be making their most important 
contribution to the finished 
product. 

“In my opinion, theirs is a skilled 
profession requiring talent, taste 
and tact. They are the interpre- 
ters of the client’s and agency’s 
wishes to the production company. 
Mr. William Van Praag, who 
heads our company, has said, ‘If 
the agency producer could have 
performed in his proper capacity, 
the industry might not be subject 
to the unfavorable publicity and 


the FTC hassle it is experiencing 
today.” 

“The production company and 
the agency producer have much 
in common and should work in 
complete harmony and_ under- 
standing with each other.” 

According to Mr. Asch, “a 
knowledge of the creative phases 
of film editing rather than the 
mastery of the mechanics of film 
editing should be important to the 
agency producer because he, as 
a creative person, can contribute 
to the finished product as a result 
of the insight gained through his 
knowledge of film editing. A crea- 
tive agency producer who is able 
to communicate his ideas better 
will perform better in the capacity 
for which he has been selected. 

The Agency Broadcast Pro- 
ducers Workshop consists of ad- 
vertising agency executives actually 
engaged in film production. Lee 
Randon is president. 

TV Free Film Source Book 
Lists 1,552 New Pictures 

vv Proof that advertisers are pour- 
ing big sums of money into public 
relations film is contained in the 
new edition of “TV Free Film 
Source Book,” just published- by 
the Broadcast Information Bureau, 
535 Fifth Avenue, New York. 
Reported in the book are 5,069 
titles, of which 1,552 are included 
for the first time. The investment 
in actual footage, as estimated by 
Judy Dupuy, editor of the Source 
book, is in excess of $250,000,- 
000. 

One of the leading releasers of 
informational films is the U.S. 
Government, with major blue 
chip corporations like U.S. Steel, 
Armour, A.T. & T., General 
Motors, American Cyanamid and 
Allis-Chalmers right behind Wash- 
ington and the Armed Forces as 
prime sources of top PR services 
releases. 

* * 

Movielab Undertakes Major 

Expansion of New York Lab 

Movielab Film Laboratories, 
Inc., is converting substantial ad- 
ditional footage to its own opera- 
tional quarters in the Movielab 
Building, 619 West 54th Street, 
New York. This will provide fa- 
cilities for the widely expanded 
program and services of the parent 
company and_ its subsidiary, 
Movielab Color Corporation, in- 
cluded b/w and color 16mm and 
35mm film processing; research 


and development; private screen- 
ing room; cutting and editing 
rooms; film and tape storage 
rooms. 
Animation Film Seminar in 
New York Opens on June 12 
vy The Florman & Babb animation 
film seminar will start on Sunday, 
June 12th and continue through 
Wednesday, June 15th. Sessions 
will take place at the New York 
Trade Show Building, 500 Eighth 
Avenue, New York. 

Among the group of leading 
New York animators who will 
participate in the seminar are Peter 
Cooper, of Robert Lawrence Pro- 
ductions; Irving Scheib, of Motion 
Picture and TV Titles, Inc.; Mary 
Ellen Bute, of Ted Nemeth Stu- 
dios; and Ernest Pittaro, of Dan- 
cer-Fitzgerald-Sample, Inc. Also 
participating will be representatives 
from various firms manufacturing 
motion picture equipment includ- 
ing DuPont, Neumade, Arriflex 
and other companies. 

The four-day work shop-semi- 
nar will begin with a_ general 
outline on animation covering 
basic principles and terminology 
and carry through advanced ani- 
mation techniques. The course 
will also deal extensively with the 
economics of animation film pro- 
duction. 

There is no charge for the 
course and arrangements have 
been made with the Hotel New 
Yorker, across the street from the 
Trade Show Building, for specially 
priced accommodations for partici- 
pants. Complete information and 
registration application be 
obtained from Charles Lipow, 
Florman & Babb, 68 West 45th 
Street, New York 36. yy 


* * 


Animation Producers Elect 
Jack Zander as President 

vy The Animation Producers’ As- 
sociation, New York, has elected 
the following officers for the 
coming year: President, Jack 
Zander, Pelican Films; Vice Presi- 
dent, Lew Gifford, Gifford-Kim 
Productions; Treasurer, Sam Mag- 
doff, Elektra Films; Secretary, Bill 
Weiss, CBS-Terrytoons. 

Directors elected were: Lars 
Calonius, Ken Drake, Martin 
Gottlieb, Fred Hankinson, Robert 
Klaeger, Ralph Koch, Sam Levy. 


* * 


New Modern TV Film Library 
vx A new film library serving three 
nearby states has been opened in 
Cincinnati by Modern TV, a divi- 
sion of Modern Talking Picture 
Service, Inc. 
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America’s 
‘Industrial Film Comp a 


, 
¥ 

‘YORK 19,N.Y. PLAZA 7-8144 

SEVENTH AVENUE - NEW 


“THE POWER OF 
MENTAL 
ATTITUDE IN 
SELLING” 


Powerful Color Sound Film 


. . . builds the right mental attitude 
in your men . . . stimulates and 
maintains positive thinking .. . re- 
veals the effects of negative atti- 
tudes . . . shows salesmen how to 
immunize themselves against outside 
negative influences . . . demon- 
strates that it's the mental attitude 
that boosts or defeats sales. 


Choice of top sales managers 


This new color film enables you to 
hold sales meetings with little prep- 
aration .. . delivers your arguments 
with no interruption . . . gives your 
men a fresh approach that attracts 
moximum results . . . and you don't 
knock yourself out with constant 
repetition. 


One in a color sound film series 


"Selling Is 
Mental” 


WRITE TODAY FOR A SHOWING 


Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 


INDUSTRY GROWTH IN AN EXPANDING ECONOMY 


News of Business and Financial Trends 


Bell & Howell Reports a 15% 
Increase in Earnings for ‘59 
ye Net earnings reached a new high 
at Bell & Howell in 195%, with a 
15 percent increase for the second 
successive year, while sales were 
up four percent in 1959. Net 
income last year amounted to 
$3,460,798, with sales totaling 
$61,261,148, Charles H. Percy, 
president, announced in the com- 
pany’s annual report. 

The report also covered 1959 
results for Consolidated Electro- 
dynamics Corporation, which was 
merged with Bell & Howell in 
January of this year, as well as 
combined reports for the two com- 
panies. 

Together, last year’s sales of 
Bell & Howell and CEC were 
$105,145,072, pre-tax earnings 
were $9,930,834, with net earn- 
ings of $4,904,834, or $1.34 per 
common share. 

Percy predicted that combined 
sales and earnings in 1960 should 
exceed the record levels of last 
year, although results for the first 
quarter will not be indicative of 
the year as a whole. He estimated 
first quarter sales will be ahead of 
the first quarter of °59, with earn- 
ings slightly lower because of 
substantial new product pre-pro- 
duction and marketing costs. 
Traditionally, Bell & Howell sales 
are seasonally low in the first part 
of the year, while expenses remain 
on a fairly even level, Percy said. 

Investment in new capital equip- 
ment was $3-million compared 
with $2.8-million the previous 
year on a combined basis. Work- 
ing capital was $40,815,944 and 
shareholders’ equity $48,183,921 
for both firms at year’s end. 4 


* * 


Eastman Kodak Doubles Sales, 
Net Assets In 10-Year Period 

vy A ten-year boom during which 
sales have almost doubled is re- 
ported by Eastman Kodak Com- 
pany, Rochester, N.Y. 

Figures in the annual report 
show that total sales of the firm’s 
United States establishments in- 
creased from $457.8-million in 
1950 to $914.1-million last year. 
The company’s net earnings also 
doubled, with a gain from $61.9- 
million to $124.7-million. Earn- 
ings before taxes rose from 
$122.4-million to $257.2 million. 

Kodak’s taxes, excluding social 
security and excise, were more 


than twice what they were in 1950. 
They advanced from $64.4-million 
to $139.3-million. United States, 
state and foreign income taxes 
amounted to $132.5-million in 
1959, equivalent to $3.45 per 
common share. 

The company’s net assets nearly 
doubled, increasing from $356.2- 
million at the end of 1950 to 
$684.8-million at the end of last 
year. 

Sales showed a moderate ad- 
vance in early 1960. As recently 
disclosed, 1959 sales of Kodak’s 
U.S. units were up 10 percent 
over the previous year, while net 
earnings increased 26 percent. In 
the annual report, Thomas J. 
Hargrave, chairman, and Albert 
K. Chapman, president, said that 
“up to February 18, sales in 1960 
have shown a slight advance over 
the early weeks of 1959.” 


* * * 


Hollywood Office, Warehouse 
Serve CECO’s Clients in West 
ve Camera Equipment Company, 
Inc., a leading manufacturer, pro- 
ducer and distributor of profes- 
sional motion picture, television 
and photo-instrumentation equip- 
ment, in New York, recently an- 
nounced the opening of another 
sales office and warehouse in Hol- 
lywood, Calif. 

In order to expedite service to 
CECO’s west coast customers, the 
warehouse carries the full line of 
camera, sound, lighting, editing, 
animation and instrumentation 
equipment available at both the 
New York headquarters and 
Miami, Fla., branch. The new of- 
fice is managed by Jack Pill, well- 
known camera equipment sales 
engineer. 

* * 
3M Reduces Videotape Prices 
vy The third price reduction in the 
past 19 months for “Scotch” video 
tape No. 179 has been announced 
by Minnesota Mining and Manu- 
facturing Co. 

Latest eight percent cut drops 
the net price of the standard hour- 
long reel of tape by $20.54, when 
bought in lots of 48 or more. 

Significance of the price de- 
crease, according to Dr. W. W. 
Wetzel, vice-president and general 
manager of 3M’s Magnetic Prod- 
ucts Division, is that, within the 
past year and a half, savings of 
more than 25 percent have come 
to video tape users because of 
constantly improving methods. 


PARTHENON . PICTURES 
HOLLYWOOD 


A FILM PROGRAM FOR 
“GRIT” MAGAZINE 


“SMALL TOWN STORY” — A 
straightforward Sales Tool for 
use by Grit’s Publisher’s Repre- 
sentatives as part of their inter- 
views with Advertising Media 
Buyers. Grit’s distinction is that 
is goes to towns of 2500 and un- 
der, so the film opens by nostal- 
gically evoking the atmosphere 
of the American small town and 
showing its advantages as a mar- 
ket for advertised goods—then it 
nails down the sales points, in 
forthright figures and facts. 
Color, 18 minutes. 


A LETTER FROM 
THE MAGAZINE 


Parthenon-Central 

Dear Mr. Clark: 

We have had successful lunch- 
eons in New York, Detroit and 
Chicago and the motion picture 
which you produced for us has 
gone over very well. 

We were interested in the reac- 
tion from the representative of 
Advertising Age and, as you may 
know, they did a story on this 
picture. 

We hope to show it in several 
more cities and feel that it will 
be most helpful in giving nat- 
ional advertisers a good picture 
of the small town market. 


Sincerely yours, 


GRIT PUBLISHING 
COMPANY 


Gilbert E. Whiteley 
Advertising Manager 


AND A LETTER FROM 
THE ADVERTISING AGENCY 


Dear Woody: 

This letter should have been 
written at best, a month ago. The 
people at Grit like “Small Town 
Story” very much and have ex- 
hibited it to approximately five 
hundred advertising men in New 
York and Chicago. In January, 
the film will be shown in Phila- 
delphia and then it will go on 
the road with individual show- 
ings to other key agencies and 
advertisers. 

Comments have been good in- 
cluding a write-up in Advertising 
Age. Everyone seems to be 
pleased with the job. 

Many thanks for all your time, 
effort, and patience. It took a 
lot of all three. 


Cordially, 


GRAY & ROGERS 
D. B. Arnold 


PARTHENON PICTURES 


Charles Palmer, Executive Producer 


2625 Temple St. * Hollywood 26 
Chicago Detroit 
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General’s combination of 
electronic image experience and 
film processing know-how is 
your guarantee of the very best 
tape to film transfer. 


+ unlimited numbers of prints 
for television and screen use .. . 


+ the ability to use standard 
Projection equipment . . . 


« choice of 16 and 35mm... 


+ for easy, visual editing . . . 


GENERAL 


FILM LABORATORIES 


1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central 
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New Kalart/Vietor Improves 16mm Programs 3 Ways 


This classroom photograph reveals three common 
audio-visual problems—and how they are best 
solved by the new Kalart/Victor. 


1. Hard-to-darken room. Only a projector with 
the superior light output of the Kalart/ Victor 
could assure adequate screen brightness. Its rede- 
signed shutter alone increases light output 12%. 
For even more light, a 1200 watt lamp may be used. 


2. Distracting Projector noise. The new Kalart/ 
Victor is the quietest running 16mm sound pro- 
jector ever built. Even students closest to the 
projector are undistracted., 


newest name in 16mm sound projectors 


VICTOR ANIMATOGRAPH CORP., Div. of Kalart 


Plainville, Connecticut 


3. Choice in speaker placement. While the 
speaker is next to the screen in this classroom, 
the film could have been shown without ever 
removing the speaker from the projector. Only 
Kalart/Victor offers the new door-mounted speaker 
which can be left closed on the projector, or 
detached. 


Other major Kalart/Victor improvements in- 
clude truly magnificent sound quality, once-a-year 
lubrication, and brighter than ever stills. Choose 
from models with 15-watt or 25-watt amplifier. 
Ask your authorized Victor Dealer for a demon- 
stration soon. 


Kalart, Plainville, Conn. Dept. 124 
Name 
Position 


Address 


Free booklet, How Industry Profits from Sound Films. For your 
copy, mail coupon to Victor Animatograph Corp., Div. of 


Motivational Film Series 
on “Horizons in Science” 


New Series of ten educa- 

tional films, Horizons of Sci- 
ence, designed to develop a better 
understanding of science and 
scientists, as well as to interest 
high school students in science 
careers, has been completed under 
the sponsorship of Educational 
Testing Service, Princeton, N.J. 

The films, in preparation for 
two years, were produced for ETS, 
aided by grants from the National 
Science Foundation. Alfred Butter- 
field is executive producer of the 
series. Each of the ten films 
covers a specific subject by show- 
ing a top-ranking scientist in that 
field of work. The scientist explains 
his work in his own words and 
shows how he goes about it. 

The primary method for nation- 
wide distribution of the films to 
schools will be through corpora- 
tion and foundation sponsorship 
under which the films will be 
bought at a cost of $2000 for the 
set of ten films and then presented 
as a public service to school 
systems. If the buyer desires, a 
credit line is inserted at the be- 
ginning and end of each film. 

Among corporations that have 
already signed for the series are: 
Alcoa; Godfrey L. Cabot, Inc.; 
Champion Paper and Fibre; Cli- 
max Molybdenum; Corn Products; 
Eli Lilly; Ingersoll-Rand; General 
Electric; Kennecott Copper; Mal- 
linckrodt Chemical; New Jersey 
Power and Light; Ohio Edison; 
Sperry Rand; Thiokol Chemical; 
and Union Bag-Camp Paper. 

Schools wishing to purchase 
films directly may do so and may 
obtain matching funds for the 
purpose under Title III of the 
National Defense Education Act. 
Under both methods of distribu- 
tion, some hundred systems in 26 
states across the country already 
have arranged to secure the films 
for showing to approximately a 
million students. 


PROFESSIONAL 


TITLE Typographers 


Hot-press Craftsmen 


SINCE 1938 
Write for FREE type chart 


KNIGHT TITLE SERVICE 


115 W. 23rd St. New York, N.Y. 
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CECO FLUID HEAD 

A totally new tripod bead ths 
sprovides flowing, Aoating p 
mé& tilt action. Operates in 
climates, tinder any con 
tions. The tripod head cs 
eramen dreamabout. Fextur 
mequal distribution of 
extre traps to prevent leakage 
bronze besrings; positive loc 
ing levers for pan & tilt (car 
won't dip); lever ti 
system; 2-place anguiar ps 
handle with infinite adjus 
meat; geared camera tic-do 
knob, 


Hialeah, Florida 


LIGHTS 
CAMERAS 
ACCESSORIES! 


MOST COMPREHENSIVE LINES 
this side of Hollywood 


CECO* is headquarters for everything NEW and 
exciting in the professional photographic field. 
This is the Camera Equipment that Film Makers use 


to make outstanding films. & 


*CECO—Trademark of 
Camera Equipment CO. 


WADDELL HIGH SPEED CAMERA 


A flexible high speed camera with a speed range 
from 3 to 10,000 pps., depending on model 
and motor combination. Ideal for data record- 
ing in every field. Accepts 400 ft. magazine 
(1200 ft. on special request.) Electronic flash 
synchronization and exposure playback for 
oscillograph recorders. Completely portable. 
Camera, power supply and case 
weigh only 35 Ibs. Features two 
built-in NE2H timing lights; man- 
ual or remote operation; bore- 
sight focusing. All components 
designed to withstand high “G”. 
Lenses from 3.2 to 152 mm avail- 
able. Complete line of auxiliary 
equipment on hand. 


315 West 43rd St., New York 36, N. Y. 
Gamera EQuiement ©..Inc. 
Gentlemen: 


I am interested in the items checked below. Please rush me 
more free information on these products. 


A few of thous- Waddell High Speed Camera CECO Fluid Head 
ands of profes- . (0 CECO 16mm Prof. Film Viewer-Analyzer © [[) Kensol Hot Press 
sional cameras (0 Magnasync Consolette Model G-963 Cado Marker 
and accessories. Colortran “Cine-King” Ray-Rite Illuminated Clipboard 
Check the item : 
that interests you. ° 
For complete in- 
formation, mail : 
postage-free card : 
today. : 


Title 


| ° 


Cameramen, Directors, Producers 
and Photo-Instrumentation 
Engineers buy and 
rent from CECO. 


RAY-RITE 
ILLUMINATED 

CLIP BOARD 

Ideal for use behind 
the lights. Inexpen- 
sive. Uses regular 
flashlight batteries. 
Asize for every need. 


CADO MARKER 


KENSOL HOT PRESS 


Produces quality opaque titles on posterboard, 
paper, cellulose acetate (cells), photographs, cloth, 
etc. Prints letters in any size and in many 

different colors without use of chemicals or ink. 
Produces 3rd dimension and drop shadow effects. 
Head swivels for “crawl” work. 


CECO 16mm 
PROFESSIONAL FILM 
VIEWER-ANALYZER 


Makes film editing 
and analyzing a 
breeze. Easy 
threading, portable. 
Views film left to 
right on large 

6” x 442” brilliant 
screen. Single or 
double system sound 
reader and/or counter 
can be easily 
attached. 35mm 
models available. 


FIRST CLASS 
PERMIT No. 4236 

New York, N. Y. 
Sec. 34.9, & R. 


BUSINESS REPLY MAIL 


NO POSTAGE STAMP NECESSARY IF MAILED IN THE UNITED STATES 


POSTAGE WILL BE PAID BY 


CAMERA EQUIPMENT COMPANY, Inc. 
DEPT. 61, 315 WEST 43RD STREET 
NEW YORK 36, N. Y. 


A versatile, inexpen- 
sive, bold marking in- 
strument ready for 
immediate use on any 
surface. Unbreakable. 
Comes in many colors. 


COLORTRAN “CINE KING” 


For high performance spot 


including insulated sure- 


prongs and adapts to Par 


or flood lighting. 
Lightweight. Low in 
price. All new features 


grip handle; feed-thru, 
in line switch; 360° 
rotation; lamp retaining 
ring has unbreakable 


64 or 56. New 
COLORTRAN KICKER 
and SUPER KICKER 
LIGHTs with all new 
features also available. 


MAGNASYNC CONSOLETTE MODEL G-963 


A miniaturized studio mixing console with 6 input 
channels and patch bay selection of three 

program equalizers. Optional plug-in microphone 
pre-amplifiers. Specifically designed for 
re-recording applications. Modular 
construction of cabinet and components. 
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WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


vy It’s up to the US motion picture 
industry to present the Free World 
“in a manner that does justice to 
the greatest civilization that man 
has been able to build” and not 
as series of candy-coated 
igloos,” Mr. Turner B. Shelton, 
Director, Motion Picture Service 
of the US Information Agency 
told a capacity crowd at the Wash- 
ington Film Council luncheon this 
past month. 

Mr. Shelton’s speech was fol- 
lowed by a screening of President 
Eisenhower's dramatic trip to 
Europe and Asia. Following reg- 
ular USIA procedures, this beauti- 
ful color film, which shows the 
spontaneous and tumultuous wel- 
come extended Ike all along his 
way, will be shown in each of the 
countries he visited. 

* * * 


Films Sought for 5th Congress 
on High-Speed Photography 
vy James A. Moses, Associate Pro- 
gram Chairman in charge of film 
showings for the Sth International 
Congress on High-Speed Photog- 
raphy, which will be held in 
Washington D.C. October 16-22, 
is hoping to locate many new films 
on all phases of high speed photog- 
raphy and new instrumentation. 
All films selected, which should 
be between 10 and 20 minutes 
long, will be rescored in English, 
French and German, the three 
languages of the SMPTE confer- 
ence. 

* 
Venice Festival Names Longero 
vy Dr. Emelio Lonero has been 
named director of the 21st Venice 
Film Festival, replacing Dr. Luigi 
Ammannati. The international film 
exhibit will be held July 20-3 1st. 


Washington Correspondent for Business Screen 


Rural Electrification’s Story 
Told in New Agriculture Film 

vy The surprisingly touching story 
of the first twenty-five years of the 
Rural Electrification §Administra- 
tion has been filmed for this an- 
niversary year in a 27/2 minute 
color motion picture, produced for 
REA by the US Department of 
Agriculture. 

Through the narration of “the 
people,” the film points up the 
difference in rural America through 
the years—from the night the 
lights went on when “Joe Kelly 
kept his sockets full at all times 

. Scared the electricity would 
leak out,” until 1960 when the 
countryside is bursting with elec- 
trified farms, industries, housing 
developments, etc. 

The public relations film effec- 
tively uses flashbacks from color 
to the black and white of pre- 
electric days when, in the shadows 
from a kerosene lamp, the world 
seemed grey and dim. The REA 
Story will be available mid-May. 

* 
Announce Annual Meeting on 
Employment of the Handicapped 

Melvin J. Maas, Chairman of 
the President’s Committee on Em- 
ployment of the Physically Handi- 
capped, announces its annual 


meeting will be held on May 5-6 | 


in Washington, D.C. Because the 
government has conservatively es- 
timated that two million handi- 
capped individuals need rehabilita- 
tion and employment, representa- 
tives from public and private 
groups from all over the nation 
have been invited to attend the 
two day program. 

The Friday morning session 
should be particularly interesting 


EAST COAST 


MOTION PICTURE PRODUCTION, 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 
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We'll give you a hand.”’ 


Whether it be editorial, or sound, or a complex 


printing problem, our expert staff will assist you 


of course without obligation—at any time. 


Sound e Editorial e« Laboratory Services 


Ca 


CAPITAL FILM LABORATORIES, INC. @ 1905 FAIRVIEW AVENUE, N. E. 
WASHINGTON 2. D.C. ¢ PHONE LAWRENCE 6-4634 


WASHINGTON: 
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to those in the audio-visual field. 


Wilding’s new film, The Biggest 
Bridge in Action will be previewed 
at 9:15 a.m. 


* * * 


Rodel Productions Active in 
German Language Film Programs 
vx Rodel Productions are fast be- 
coming national specialists in the 
field of German language films. 
Del Ankers, president of Rodel, 
has one crew filming an elaborate 
newsreel of the United States- 
Hawaii trip of Chancellor Konrad 
Adenaur; another crew is putting 
together a 45 minute show for the 
German network on the subject of 
American Women!; a third crew is 
making a picture about Germany's 
racy Porsche automobile, spon- 
sored by the Porsche company and 
Porsche sportscar clubs; and still 
another crew is carrying on the 
Profiles From the New World tele- 
vision series, which Rodel has 
filmed for four years for the 
German TV network. 
* * * 


Eade Enterprises Expands into 
Film and Videotape Production 
ye Eade Enterprises, Inc., educa- 
tional specialists in the motion 
picture and TV field, has an- 
nounced expansion of their ser- 
vices in film production, video 
tapes, scripts and live TV. 
Headed by ex-juvenile court 
Judge Edith H. Cockrill, Eade was 
incorporated 2'% years ago; in that 
time more than 400 TV programs 
have been produced and aired in 
the Washington area alone. 
Dorothy Looker and Evelyn 
Davis, who put together the 
interesting “Washington Orbit” 
series for the National Education 
Television and Radio Center, serve 
as production directors and con- 
sultants for the firm, which has 
designed its services especially 
for educational and scientific pres- 
entations, safety and other films. 
Below: Dorothy Looker, Evelyn Davis are 


helping train science instructor Adelina 


Marquez at Puerto Rico TV station. 


BUSINESS 


PROMOTION! 


Only thru the development of 
ability in your employees will they 
become more valuable to you. 
Much depends upon your super- 
visors. 


How well do they delegate author. 
ity? 

How well do they prepare em- 
ployees for promotion? 


The answers to these questions 
spell out how well your supervisors 
are developing people in your 
organization. 


Show your supervisors how to do 
this job with: 

“PROMOTIONS, 
TRANSFERS AND TRAINING 
FOR RESPONSIBILITY” 
part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 

includes: 
@ “THE SUPERVISOR'S JOB” 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “SUPERVISOR AS A 
REPRESENTATIVE OF 
MANAGEMENT" 


@ “INDUCTION AND JOB 
INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 


Rocket Pictures 


INC. 
6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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Now available!* 


| 000 rt BLIMP for 


ARRIFLEX 


The new 1000 ft. Blimp converts the 
ARRIFLEX 35 into a full-fledged 

ij SOUND STUDIO CAMERA, and brings 
iy system. It accepts the ARRIFLEX 35 with 
regular synchronous motor, and utilizes 
standard Mitchell magazines, which are 
joined to the camera by means of an 
adapter, supplied with the Blimp. No 
alterations are necessary on the ARRIFLEX 
35 or the Mitchell Magazine. 

No tools are needed. It takes but a 

— few minutes to change the 
ARRIFLEX 35 from hand camera to 
studio camera or vice versa. 


Features: 


Modern acoustic damping methods afford extreme Built-in filter holder for 3x3” filter. 
sound absorption. Permits use of microphones within 3 


Large Control windows for distance scale, diaphragm 


ft. of Blimp. ba scale, footage counter and tachometer. 

Wired for buckle switch which can be built into existing 
cameras and is factory supplied with camera if bought 
hn Matte box with leather bellows adjustable by geared with Ole 
: struts. ARRI-Precision Engineered for a lifetime of trouble-free 
ic Large front port permits use of 18mm wide-angle lens. service. 
a" Adapter available to use anamorphic lenses. $3,995.00 Fos Nv. 


Frank C. Zucker Behrend Cine Corp. 
* T LEA Camera Equipment Co., Inc. (formerly Television Equipment Co.) ’ 
for SALE, REN ’ SE 315 West 43rd St. New York 36, N. Y. | 161 £. Grand Ave. Chicago 11, il. 


JUdson 6-1420 Michigan 2-2281 


or direct A R [R L OF AMERICA 
from 257 PARK AVENUE SOUTH, NEW YORK 10, N. Y. 
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World-Famous Suppliers Of 
Professional Movie Equip 


35mm CAMERAS 


as he (Eclair) 35-16 mm outfit, with 4 Kinoptik 
lense 2v. var. speed motor, 2 400 ft. 35mm 
rie 2 400 ft. 16mm mags. 
LIKE NEW. Val. over $5,000. 


mattebox, etc. 


direct focus, auto shutter, 12v. ‘and 110v. sync. 
motors, 3 400 ft. mags., Mitchell viewfinder, 6 
lenses incl. 28mm 11.5, 35mm, 50mm, 75mm, 
00mm, 150mm, cases, etc. Val. over $8,000.00... 
ARRIFLEX |, with metal gate, 2 200 ft. mags., matte 
box, Zeiss lenses, 35mm £2, 50mm 11.5, 85mm {2 
ARRIFLEX |, 200 ft. mag., matte box, 30mm 11.9, 
EYEMO 71Q Spider turret, with 3 lenses, 2 400 ft. 
mags., motor, drum finder, excellent cond. ........ 
EYEMO Spider turret, 3 lenses, Mod 71C 
turret, 3 lenses, with electric single 


16mm CAMERAS 


MITCHELL, with 6 Baltar teneee, 4 400 ft. S., 
matte box, finder 110v. v: speed motor, trict n 
head, hi-hat, compl. accessories. 
Value $9.000 

AURICON PRO-600, with Pan Cinor 70 zoom lens, 
var. area gaivo n/r ampl., 2 600 ft. mags., all 

AURICON PRO-600, w. 3 lens turret, 3 lenses, crit. 
foc., auto par. viewfinder, 2 600 ft. mags., case, 
“=. Modulite galvo, ampl., all access. like 


AURICON PRO-200, "with Pan Cinor 60 lens, V/A 
aivo and ampl., access., 
AURICON 200, black model, silent, sync. motor... 
AURICON CINEVOICE, compl. with ampl., etc. exc. 
CINE SPECIAL |, with 2 lenses, fine cond. wane 
CINE SPECIAL I, with 5 lenses, Mitchell finder........ 
CINE SPECIAL Ii, with 2 Ektar lenses, 2 100 ft. 


F & B Solicits Your Bid Re- 


- quests. None Too Big... 
None Too Small. Lowest 
Possible Prices For Top 

Quality And 


mags., 1 200 ft. mag., 110v. sync. 200.06. 


tripod and leg-lok Val. $3,200. 
B&H 70DR with 3 fine lenses, like new.. 
B&H 7ODL with 3 fine lenses, exc. 


CAMERA ACCESSORIES 


AURICON BLIMP and sync. motor for 
VARIABLE SPEED MOTOR for Cine Spec. . 
BODINE Sync. Motor for Cine Spec. ise 
MITCHELL standard var. speed motor, sate ac/dc... 
EYEMO var. speed motor, 110v... 
EYEMO var. speed motors, 12 or 24v. 
we. JR. tripods with large friction spring-loaded 
a gy | DOLLY TRACK with pegs and connec- 
| 
MILLER ‘Model C with Pro, Jr. tripod 
MILLER Model C fluid drive head....... 
HOUSTON-FEARLESS metal heavy duty tripod. 
RABY BLIMP with follow focus for NC Mitchell 
AURICON Super Pro tripod with friction head.... 
HOUSTON-FEARLESS PANORAM DOLLY, 5 wheels. 
CENTURY telescoping Mike Booms, 18’ boom 


8333233 & 283828 


200’ CINEFLEX Mags. .6.95 100’ Cine Special =. 127. = 


200’ Eyemo Mags. . 22.50 400’ Eyemo Mags. . 
1000’ B&H Mags. 10.00 1000’ Mitchell Mags. 
400’ Maurer Mags. ..195.00 1200’ Maurer Mags. . 


EDITING EQUIPMENT 
neues CL-35 35mm automatic film cleaning 


— et 16/35mm measuring machine with 


NEU m 3 gang SYMCHLOMZET 
NEUMADE al? Synchronizer, 1-35mm, 2-16mm 
hubs. 


NEUMADE M-37-S 35mm film measuring machines... 

NEUMADE table mode! 35mm polishing machines... 

PREMIER Splicers, 35mm with Automatic Scraper... 

HFC 35mm Negative rewinders, pair NRU-31, 
mounted on base with micarta flanges, spacers, 
1 never used demonstrator, worth 

WENZEL clamp type 35mm/l16mm heavy re- 
winds, surplus, set incl. 1 gear end, 1 dummy. 

Set 15 letter punches in box 

FRANKLIN 16mm viewers 

BELL & HOWELL 16mm 

CORE d $, 16mm/35mm 

Electric Film footage counter, 35mmM.................06 
BELL & HOWELL Pedestal 16mm/35mm hot splicer.. 

MOVIOLA with two 35mm picture heads and one 
16mm opt. sound head, all with take-ups............ 

MOVIOLA Mod. ULPV3S; with three 35mm opt. sound 
heads and one 35mm head with 
screen, with take-ups................ 


FLORMAN « BABB, inc. 


68 West 45th Street 
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1,495.00 


Over 1000 Items 
Write Today for Complete Used Equipment Bargain List! 
35mm LENSES 


In Eyemo mounts 
25mm 14.5 Eymax... . 

25mm £4.5 Wollensa’ 
25mm 2.3 Baltar... 
25mm f2.3 Moviar... 


25mm f2 Cooke S.P... 
30mm Baltar.. 
35mm f2.3 Baltar... 
47mm {2.5 Cook 
2” 12.8 Eymax. 
2” £2.8 Xenon . 
2” 14.5 
50mm f2 Cooke S.P... 
75mm {2.9 Cinemat... 


75mm 3.5 Kinotar ... 
75mm {1.8 Pan Tachar 
3%” £3.3 Telekinic.. 
100mm f2.5 Cooke 0.F. 


16mm LENSES 
mounts 


1 

10mm 
12mm 
13mm [1.5 Elitar 
16mm [1.9 Xenon.. 
17mm {2.5 Elitar 
17mm f2.7 Raptar ... 


25mm 1.5 Cooke 
25mm f1.8 Cooke 


25mm Raptar... 
f1.9 Kodak Anas.. 

25mm Animar 
-5 Comat . 


25mm f1.5 Dalmeye: 
25mm f1.9 Lumax... 

25mm f1.5 Eigeet ... 
25mm Nominar . 
25mm {1.4 Ivotal..... 
25mm Ektar 
25mm 1.5 Xenon 
4” 172.5 Panchrotal. 
3%” £3.3 Telekinic . 
138mm Century. 
6” {4 Wollensak... 
6” 14.5 Telekinic. 


SOUND EQUIPMENT 


MAGNASYNC X400, com- 


plete =. 725.00 
MAGNASYNC Mod 5, 
complete, 
exc. cond. $50.00 
B&H 16mm Mod. 179 
Projector, exc. cond... 195.00 
RCA 16mm Mod. 400 Jr 
Projector, v. 178.00 
MISCELLANEOUS 
Large changing bags with 
zippered covers ........ 
Camera Slate with 
4.50 
F&B Film repair and 
splicing blocks for 
%", 16mm and 35mm. 7.95 
Fas for 
” tape, alum............ 1.95 
Leg-lok 
with leg clamps .......... 26.95 
Electric film footage 
counter, 35mm .. 35.00 
Wrought iron projector 
stand, portabie ............ 3.95 


New York 36, New York Murray Hil! 2-2928 
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Film on the Minuteman Missile 
Sponsored by Thiokol Chemical 


vv In cooperation with the United 
States Air Force, Thiokol Chemi- 
cal Corporation is sponsoring a 
new film, titled Minuteman-Missile 
and Mission, to be narrated 
by Alistair Cooke, with location 
sequences filmed in Thiokol’s Utah 
Division and at Edwards Air Force 
base in California. William Hart 
of National Film Studios, pro- 
ducers of the 20 minute film, 
which will also be cut to 131% 
minutes for TV, says he will shoot 
Minuteman in 35 mm EGN. The 
script was written by Paul C. 
Woodbridge; Charles J. Hundt is 
the director, and photography will 
be under the direction of Bert 
Spielvogel. 

Alistair Cooke has also narrated 
the AFSF Beyond The Gravi- 
sphere, which has just been com- 
pleted by Douglas Productions. 
Armour and Co. has sponsored 
this 1342 min. color motion pic- 
ture which delves into the 
complicated problems confronting 
scientists responsible for feeding 
the space man of the future. 


Western Architects Preview a 
Teen-Age Science Career Film 


% Daniel Mann, Johnson and 
Mendenhall, architects of Los 
Angeles, recently previewed their 


new film The Door at a cocktail 
party for Air Force and Washing- 
ton officials at the Statler Hotel. 
Guests heard the Air Force’s 
Brigadier General Noel F. Parrish 
and the National Aeronautics and 
Space Administration’s Dr. Homer 
J. Stewart speak on the impor- 
tance of luring high school youths 
into the field of science, which 
was the subject of DMJM’s film, 
produced with the cooperation of 
the Air Force. 


FILM PRODUCTIONS 


A name synonomous with quality film production 


Westrex 


RECORDING SYSTEM 
tudio and Portat 


40’ x 60° Sound Stage Complete with 35 mm and 16 mm Interlock 


OMAHA 32, NEBRASKA 
TELEPHONE Walnut 4400 


Above: 
as featured player in new Air Force film. 


General Stewart tells missile story 


“Air Force Missile Mission” 
Film Stars Gen. James Stewart 

vr The missile muddle? ICBM’s, 
IRCM’s, surface to air rockets, air 
to air rockets, manned fighters, 
manned bombers. Why both? Why 
so many? Where are we going? 

All of this is summed up in 
marvelous color, live action and 
animation in the Air Force Missile 
Mission, a new 27'2 minute USAF 
film, starring Jimmy Stewart. 

A visit to the library in the 
home of reserve officer General 
Stewart proves highly entertaining 
and educational for the average 
film viewer who can no longer 
differentiate between a Thor and 
an Able, or a Polaris, or the B58, 
Titan, Minuteman, F104—and on 
and on and on. 

For those who ask “what 
next?”, the Air Force says that, 
ideally, it will be an Air Force 
pilot in a spacecraft who can take 
off fast—and be diverted or re- 
called if necessary. It’s all very 
logical when presented in this in- 
formative, 35mm ECN motion 
picture which has been produced 
for public and TV showings and 
for the three services by the Air 
Photographic and Charting Service 
of MATS in Orlando, Florida. 

ok 
vy The Lockheed and Grumman 
aircraft companies have both spon- 
sored new Navy films on anti- 
submarine warfare. 


7100 DOUGLAS ST. 
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Ansco 16mm Color Duplicating Film Type 238 


SAVE 
RERECORDING 
COSTS! 


Rerecording costs killing your rate structure? You can reduce from 35mm to 
16mm directly without rerecording. Just use Ansco 16mm Color Duplicating 
Film Type 238. 


Type 238 reversal film is specifically designed to produce superb color rendi- 
tions plus high fidelity sound through direct reduction! 


From a cost and quality standpoint, doesn’t it make sense to use 238? Ansco, 
Binghamton, N. Y., A Division of General Aniline & Film Corporation. 
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Hi aig and 
Patterson, 
begin 

New York 
motion 


picture 
production 


Haig and Patterson, Inc., producers of sound motion 
pictures and slide films for business use, announce the 
acquisition of motion picture production facilities and 
offices in New York City, supplementary to the 
Detroit studios. The company is known throughout 
the country for its thorough grasp of business needs 
and business purposes. Access to New York resources 
as a talent and producing center enables Haig and 
Patterson to expand their services with increased 


value to clients. 


and 
ING. 


405 Lexington Ave. 15 East Bethune Ave. The Talbott Tower 
New York 17,N.Y. Detroit 2, Michigan Dayton 2, Ohio 


SOUND BUSINESS FILMS SINCE 1937 


WASHINGTON: 
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“Summer Incident” Tells Navy’s 


Role in Our Foreign Policy 

ve “The Flag Plot,” which is the 
room in the Pentagon where 
Admiral Arleigh Burke, Chief of 
Naval Operations, and his staff 
charted the course of the U.S. 
Navy and Marines during the 
Lebanon crisis, has been filmed for 
the first time in a dramatic re- 
enactment of that explosive situa- 
tion in July 1958. 

Summer Incident, a 27% min- 
ute, color film, was produced for 
the Navy by RD-DR Corporation 
of New York. The film has been 
designed to show the role of the 
Navy and the Marines in support 
of the foreign policy of the United 
States, and to show the significance 
of being able to meet small “brush- 
fire” wars. 

The picture follows the maneu- 
vers of the USS ESSEX, docked at 
Piraeus, Greece on the night of 
the alert. Hauling up anchor, she 
cuts her way swiftly through the 
Mediterranean waters to Lebanon 
where we see the Marines land 
their huge amphibious machines— 
we see the ‘round the clock’ opera- 
tion of jets, catapulted by steam 
from the carrier docks—and, in 
the most exciting scenes in the 
film, we skim low over the coast 
of Lebanon, on over the city of 
Beirut and her surrounding foot- 
hills, in a reconnaissance flight for 
intelligence. 

There are some marvelous night 
shots in this tense film about that 
‘peace making mission. The 
Navy, justly proud of her role in 
the crisis, tells the following 
“story” which points up the whole 
mood of the film. 

On that same night that the 
ESSEX left Piraeus, it is rumored, 
President Eisenhower called the 


Joint Chiefs of Staff to the White 
House and asked each service how 
long it would take to get troops 
and supplies to Lebanon. “Two 
days,” said the Army. The Air 
Force said, “Fifteen hours.” Then 
it was Admiral Burke’s turn, and 
he said, “What would you like 
for us to do, sir. We're already 
there!” That’s the story of Sum- 
mer Incident. 

* 
Chambers @ Associates Sponsor 
Picture on “The Greatest Gift” 
yy C. L. Chambers and Associates 
of New York announce that pro- 
duction has started on their spon- 
sored film, The Greatest Gift. 
Allend’Or Productions, Ltd. of 
New York will produce _ this 
motivational film, designed to 
develop an awareness of the need 
for estate planning. It is expected 
that this picture, which will dem- 
onstrate the intelligent way to 
handle savings, insurance, pen- 
sions, etc., will be widely used in 
the Air Force and in all of the 
other services. 

ok 
UNICEF Film Depicts Work of 
World Agency in Health Control 
vy Istala Mashi. “May you never 
be tired.” These are the words 
of the Nomads who trek across 
the mountains from Afghanistan to 
Pakistan in their endless search 
for the warmth of the sun. And 
with them they carry body lice 
which spread the dread disease of 
typhus. 

UNICEF has successfully check- 
ed this problem by dusting the 
wanderers with DDT and talc at 
the border of the Asian countries. 

All of this has been filmed in 
Pakistan and imaginatively nar- 
rated and edited by the Washing- 
ton husband-wife team of Bill and 
Sylvia Cummins Betts. Photog- 
raphy was by Z. D. Barni and 
the original Afghanistan music 
came from the U.N. Library. 


NEW YORK’S FINEST PROJECTION SERVICE 


®@ Skilled reliable projection service by a firm with 40 years 


of experience. 


Motion pictures, wide-screen presentations, slide-films, 
opaques, slides. If it is audio or visual we have the most 
modern equipment for the job. Complete commercial sound 


service. Previews arranged in all details. 


Anywhere in the Metropolitan New York Area. 


De Meo Motion Picture Projection Service 


3211 Quentin Road, Brooklyn 34, N. Y. 


ESplanade 5-1127 
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NUMBER 2 


“VFR” APPLICATIONS: 


‘ 
— 


X-RAY INSPECTION 


BACH AURICON 


16MM SOUND-ON-FILM EQUIPMENT 


VIDEO FILM RECORDING 


> 
with Tv T TELEVISION TRANSCRIPTION SHUTTER 


(BACH AURICON U S&S. PATENT 2 677 012) 


. The practical, low-cost method for reliable 
recording of closed-circuit TV picture and sound for 
future reference! 


RESEARCH 


AIR TRAFFIC CONTROL Write for free 


illustrated 


“VFR” Brochure. 


“VFR". . . A Video Film Recording is a motion picture film of information 


or pictures appearing on a closed-circuit television monitor. Video Film 
Recordings of TV picture and sound are taken by an Auricon 16mm 
Sound-On-Film Camera equipped with a special “TV-T’”’ Shutter mechanism 
which transforms the television image into clear, steady motion pictures, 
with high-fidelity sound. 

These VFR films can be shown with a standard 16mm sound projector 
with picture and sound always in perfect synchronism. 

An Auricon ‘VFR’ Video Film Recording is the practical low-cost method 
of preserving closed-circuit television information for future reference. 
Closed-circuit television is now a major tool for industrial and 
commercial applications, and a permanent record of the material 
appearing on the television monitor is often of major importance. The 
Bach Auricon “VFR” Sound Camera is the vital link in this system that 
provides a permanent record whenever needed. 

We will be glad to consult with you without obligation, regarding the 
use of the Bach Auricon “VFR” Method in your business. 


(FORMERLY BERNOT INC) 


MANUFACTURERS OF ELECTRONIC-OPTICAL RECORDING EQUIPMENT SINCE 19231 
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It’s the Picture That Counts... 


For quality production, more and more of the quality accounts are 


; | entrusted to MPO’s care . . . and below is a list of companies whose mo- 
¥ tion pictures* are currently being produced by MPO: 


Productions, Juc. 


BURLINGTON INDUSTRIES, INC. GENERAL MOTORS CORPORATION 
ty P. F. COLLIER & SON CORPORATION GREATER NEW YORK FUND in NEW YORK Cary 
E. |. DUPONT NEMOURS MPANY GULF OIL CORPORATION 
Be NT NEMOURS & COMPAN jULF 
, Murray Hill 8-7830 
FORD MOTOR COMPANY JOHNSON & JOHNSON 
a FORD MOTOR DIVISION MONSANTO CHEMICAL COMPANY in HOLLYWOOD 
.F UNITED STATES STEEL CORPORATION 4024 Radford Avenue 
ba) *20 to 30 minutes in length. POplar 9-0326 


For detailed information regarding MPO’s Creative staff and studio facilities, write or call 
Judd L. Pollock, 15 East 53rd St.. New York 22, New York, MUrray Hill 8-7830 
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Blue Ribbon Awards to Sponsored Films 


“Rhapsody of Steel” Voted Best in Public Relations 


as 42 Motion Pictures and Filmstrips Share Honors 


LUE RIBBON award winners 

at the recent American Film 
Festival in New York city last 
month included a good number of 
sponsored motion pictures. Best of 
the Public Relations films, spon- 
sored by commercial organizations, 
was United States Steel’s animated 
motion picture, Rhapsody of Steel, 
produced by John Sutherland Pro- 
ductions and currently being dis- 
tributed to theatres by The Jam 
Handy Organization. 

Blue Ribbon award-winners 
among Sales and Promotion films 
were On the Go, produced for the 
J. I. Case Company by Portafilms 
and Wings to Italy, produced for 
Pan American World Airways by 
Coleman Productions. The out- 
standing film on Guidance and 
Careers was judged to be ] Ama 
Doctor, produced by the Centron 
Corp. for the American Medical 
Association. 

Integrity Plus, produced by 
Raphael G. Wolff Studios and dis- 
tributed by the U. S. Navy and 
Atomic Energy Commission was 
the Blue Ribbon winner among 
Sales, Technical and Personnel 
Training films. The prize for In- 
dustrial and Technical Process 
films went to The First Prize Story, 
produced for the Tobin Packing 
Company by Carson Davidson 
Productions. 

In Citizenship and Government 
films, The New Girl, produced by 
On Film, Inc. and distributed by 
the President’s Committee on Gov- 
ernment Contracts won the top 
award. Hospital Sepsis: A Com- 
municable Disease was the Blue 
Ribbon winner for producer 
Churchill-Wexler Films and_ its 
sponsor, Johnson & Johnson, in 
the category of Medical Sciences 
for Professional Audiences. Out of 
35 16mm films shown, five of the 
Blue Ribbon awards went to the 
National Film Board of Canada for 
entries in various categories. 

Seven 35mm filmstrips also won 
honors with William P. Gottlieb 
Co. the winner of three Blue Rib- 
bons in this awards group. The 
National Film Board picked up 
another three top prizes for its 
filmstrip entries. Pg 


* * * 


Robert J. Flaherty Award Goes 
to “Hoffa and the Teamsters” 
vy The Robert J. Flaherty Award 
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for a 1959 “outstanding creative 
achievement” in films of a factual 
nature went to the CBS-TV film, 
Hoffa and the Teamsters. Award is 
sponsored annually by the City 
College of New York. Honorable 
mentions went to Between the 
Tides, produced by Edgar Anstey 
for British Transport Films and to 
an 88-minute color film, Masters 
of the Congo Jungles, produced by 
Henri Storck and directed by Mar- 
cel De Roover. ea 


* * * 


James Prindle to Parthenon 
Pictures; Joins Chicago Staff 
vy James Prindle, a former mem- 
ber of the creative staff at Wild- 
ing, Inc. for the past 23 years, has 
joined the Chicago staff of Par- 
thenon Pictures, Inc. He has writ- 
ten some 350 business film scripts, 
counting among them many award- 
winning pictures. Prindle will work 
in association with executive pro- 
ducer Cap Palmer on many of 
Parthenon's upper-budget projects. 
At the Hollywood studio, Her- 
bert Thurman has been moved up 
to vice-president for Client Rela- 
tions, assisted by Stanley Gerstein 
as associate producer for sponsors 
in the Southern California area. 
David Bowen has been named pro- 
ducer in charge of the company’s 
active Techfilms Division. yy 


* ak * 


Annual Awards Review Section 
to Be Featured in Next Issue 


vy In the next Business SCREEN, 
the editors will sum up 1960 Film 
Awards Programs, combining the 
winners of National Safety, Ameri- 
can Film Assembly, Columbus 
Festival and other awards pro- 
grams, including the current CINE 
selections for overseas showings 
into an illustrated Awards Review 
section. 
* * 

Movielab Names Walter Eggers 
at Movielab Color Corp., N.Y. 


vx Walter G. Eggers has been ap- 
pointed vice-president of Movielab 
Color Corp., it has been an- 
nounced by Saul Jeffee, president 
of Movielab Film Laboratories, 
Inc., the parent company. 

Mr. Eggers is a motion picture 
laboratory pioneer of 23 years, 
the past six of which have been 
with Movielab in charge of both 
b/w and color quality control. 


1960 


Tiros in orbit, showing antennas and wide-angle camera lens in base. 


? 


Telling America the TIROS Story 


Ray Staff Sets a Record in Preducing Weather Satellite Film 


ATELLITES LAUNCHED by the 
U. S. and now in orbit have 
begun a new era of fact- 
finding. The world was reminded 
of the nation’s scientific progress 
anew when 7/ROS, earth’s first 
weather station in space, began 
transmitting its pictures after the 
successful launch on April 1. 
Within six hours after T/ROS 
went into orbit from Cape Ca- 
naveral, a 14-minute sound motion 
picture explaining its function, 
components, sounds and develop- 
ment was delivered to television 
network news departments in New 
York and other distribution chan- 
nels. This extraordinary delivery 
schedule gave commentators the 
TIROS story on film to implement 


Reid Ray's Andrew Chandler shoots animation sequence for Tiros film. 


their news broadcasts of April 1, 
thanks to its sponsor, the Astro- 
Electronics Products Division of 
RCA and the producer, Reid H. 
Ray Film Industries of St. Paul. 


The “inside” story of the T/ROS 
film actually began in November, 
‘59. When the Ray organization 
was selected as producer by RCA, 
script writer Robert Bruce of the 
St. Paul firm began his task at 
Astro-Electronic’s Princeton (N. 
J.) laboratories. While he was be- 
ing indoctrinated on the classi- 
fied project, Television /nfra-Red 
Operation satellite, then under 
construction, animation director 
Gordon Ray huddled with RCA 


(CONTINUED ON PAGE 49) 


A plaque winner for Bay State Productions . . . 


Plaque to Atlas for “Nightmare for the Bold” 


The Year's Best Safety Pictures 


Bronze Plaque Awards to Seven Motion Pictures As 21 Films Are 
(ited for Honors by the National Committee on Films for Safety 


WENTY-ONE SAFETY FILMS received the 
"Tresvens nod of approval as 61 motion 

pictures and slidefilms passed the “re- 
viewing stand” in the 1960 competition 
conducted by the National Committee on 
Films for Safety. 

All awards went to films produced or 
released in ‘59 in. a contest focused on safety 
subjects in five categories. Seven bronze 
plaques, the top awards, and 14 awards of 
merit were presented in the competition. 

The films were judged by authorities in 
various fields of safety. The purpose of the 
competition is to stimulate the production and 
use of films on accident prevention, and to 
encourage higher quality. From the competi- 
tive “finish line,” the films, accelerated by 
awards and publicity, resumed their travels in 
safety education. 

Two Win Occupational Safety Plaques 

In the Occupational safety classification, 
bronze plaques were awarded two 16mm, non- 
theatrical motion pictures: 

Cause Undetermined, 182 minutes, color, 
multiple sponso:s, produced by Bay State 
Film Productions, Inc.—portrays how “famil 
iarity” attitude causes many electric line crew 
accidents. 

It's Up To You! 11% minutes, color, spon- 
sored by Wise Owl Club of National Society 


one of two fire safety films that won 
awards of merit for Audio Productions, Inc. 


j 


Winners of Safety Award Plaques 
“Cause Undetermined” 
“Nightmare for the Bold” 
“It's Up to You” 

“The A-B-C of Walking Wisely” 
“Freeway Driving Is Different” 
“Outboard Outing” 
“That They May Live” 


for Prevention of Blindness, and produced by 
Harvest Films—emphasizes the importance of 
eye protection through follow-up of an eye 
injury case. 

Non-theatrical motion pictures winning 
awards of merit in the Occupational category 
weie: 

Communication for Safety, (Series of 4), 10 
minutes each, black/white, sponsored by the 
National Safety Council, and produced by Cal 
Dunn Studios—explains causes for lack of 
communication between plant foremen and 
employees. 

A Tale of Two Towns, 19 minutes, color 
and black/white, sponsored and produced by 
Audio Productions, Inc.—demonstrates differ- 
ences in two fire departments, especially salvage 
procedures. 

What Caused the Crash? 45 minutes, black 
white, sponsored by the Department of Army, 
Office of Deputy Chief of Staff for Military 
Operations, and produced by the Army Pic- 
torial Center—describes established procedure 
for investigating a plane crash. 

Traffic & Transportation Film Awards 

Bronze plaques for three non-theatrical 
motion pictures in the Traffic and Transporta- 
tion classification were won by: 

Nightmare for the Bold, 53 minutes, black 
white, sponsored by the U.S. Air Force, and 
produced by Atlas Film Corporation—depicts 
the serious troubles of an-airman responsible 
for a car crash. 

The ABC of Walking Wisely, 10 minutes, 
color and black/white, non-sponsored, and 


produced by Sid Davis Productions—illustrates 
careful walking habits for primary graders. 

Freeway Driving Is Different, 142 minutes, 
color and black/white, sponsored by the 
American Automobile Association, and pro- 
duced by the AAA Foundation for Traffic 
Safety—stresses special techniques for freeway 
driving. 

Five Merit Awards to These Films 


Awards of merit in the Traffic and Trans- 
portation category went to the following 16mm 
films: 

Driving the Super-Highways, 10 minutes, 
black/white, sponsored and produced by Ford 
Motor Company—points out different driving 
skills necessary for traveling super-highways. 

Last Clear Chance, 2642 minutes, color, 
sponsored by Union Pacific Railroad, and 
produced by Wondsel, Carlisle & Dunphy, Inc. 
— illustrates the importance of obeying grade 
crossing and other signs. 

Signal 30, 272 minutes, color, sponsored 
and produced by Safety Enterprises, Inc.— 
shows documentary shots of accident scenes 
on Ohio highways. 

Signs Take A Holiday, 12 minutes, black/ 
white, sponsored by the National Safety Coun- 
cil, and produced by Cal Dunn Studios— 
portrays the importance of obeying traffic 
signs. 

You and Your Driving, 14 minutes, color 
and black/white, sponsored by Esso Safety 
Foundation, and produced by Fordel Films, 
Inc.—demonstrates basic defensive driver 
attitudes. 


Two Bronze Plaques in General Class 

In the General classification of 16mm films, 
bronze plaques were presented two non- 
theatrical motion pictures: 

Outboard Outings, 19 minutes, color, spon- 
sored and produced by Aetna Casualty & 
Surety Company—gives important precautions 
necessary for safe boating. 

That They May Live, 19 minutes, color and 
black white, sponsored and produced by Pyra- 
mid Film Producers, Ltd.—depicts training 
methods of artificial respiration. 

Awards of merit in the General category 
went to the following 16mm films: 

Everywhere .. . All the Time, 23% minutes, 
color, sponsored by Allis-Chalmers Manufac- 
turing Company, and produced by Pilot 
Productions, Inc.—shows the value of safety 
in off-the-job activities, too. 

Rocket Club, 14% minutes, color, sponsored 
by the Daisy Manufacturing Company, and 
produced by Douglas Productions—explains 
organization and functions of young rocket club 
groups. 

Merit Awards for Home Safety Films 

In the Home classification, awards of merit 
were won by one 16mm motion picture and 
two 35mm sound slidefilms: 

The 16mm winner was The Challenge, 10 
minutes, in color and black/white, sponsored 
by the National Board of Fire Underwriters, 
and produced by Audio Productions, Inc.— 
stresses thoughtless acts that cause home fires. 

The Fable of Freddy Fire, 9% minutes, 
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color, sponsored by Hartford Fire Insurance 


Company, and produced by Filmfax Produc- 
tions, Inc.—points out how children can be 
made aware of home fire hazards. 

Poisons in Your House, \1 minutes, color 
and black/white, sponsored by the Academy 
of Medicine of Cleveland, and produced by 
Sidney Pancner—describes functions of a 


Poison Information Center and informs parents 
of preventive measures. 

In the TV Spots and Shorts category, an 
award of merit was presented the Traffic Safety 
series, consisting of five 20-second films in 
black, white, sponsored by the AAA Founda- 
tion for Traffic Safety, and produced by UPA 
Pictures. Inc. 


Opening scene for Firestone film recreates conference room in Akron. 


Firestone Shows the Way to Sales in “60 


Film Presents Basie Facts at Company's Coast-to-Coast Dealer Meetings 


The Firestone Tire & Rubber Company's 
annual spring dealer meetings for 1960, held 
recently, featured a 53-minute film presentation 
called Firestone—Champion of Every Test of 
Tire Safety. 

Product Itself Is Star Attraction 

This year’s meetings, which were hailed as 
the company’s most successful in many years, 
featured the tire itself and the workmanship 
and quality behind it more than dealer opera- 
tions and salesmanship seminars which have 
come in for much attention in recent years. 

Filmed by Owen Murphy Productions, as 


Board chairman Harvey S. Firestone (seated) 
listens attentively as producer Owen Murphy 
discusses a sequence for dealer films . . . 
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have been many of the past Firestone dealer 
meeting presentations, the color motion pic- 
ture opens on a recreated set of the company’s 
Akron conference room set up at Fox Studios 
in New York. Present are several marketing 
executives and Chairman Harvey S. Firestone, 
Jr. As each man tells of his department’s plans 
for the coming year the film cuts in to docu- 
ment his words with scenes such as those 
showing the background of Firestone’s new line 
of tires under test in mountain climbs, deserts, 
test tracks, torturous gravel roads and in the 
stop-and-go conditions of city streets. 

Other sequences picture the latest methods 
of manufacturing tires, laboratory tests to prove 
how new developments have eliminated whine 
on curves. 

A film-within-a-film is the introduction of a 
new picture on premium tires called He Didn’t 
Have Time which is planned for showing on 
continuous projectors in dealers showrooms. 


Film Puts Key Men at All Meetings 


Firestone dealer meetings are held on one 
day simultaneously in each of 60 cities from 
coast to coast, and via film, Mr. Firestone and 
his staff can attend each meeting and tell of 
their plans for a big year. 

Owen Murphy directed scenes in the New 
York studios. Paul Cohen directed location 
sequences, and the nine-minute “insert” film. 
He Didn't Have Time. may 
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Informal scene in Travelers’ film 


A Report from Travelers 


“Build a Billion” Campaign Draws 

Employee Support With a Newsreel 
Sponsor: The Travelers Insurance Company 
TitLe: Travelers Newsreel No. 1, 15 min., 

color and b/w, produced by Audio Produc- 

tions, Inc. 

vy This is a light-hearted report from the Trav- 
elers Tower in Hartford to Travelers people 
everywhere about what the company is doing 
to build business. It shows how not just 
salesmen, but every employee can provide the 
important leads to put over the company’s 
“Build A Billion” campaign. 

Many of Travelers’ executives, including 
President J. Doyle De Witt, take part in the 
film. The keynote, throughout, is good-natured 
informality. Director Frank Beckwith has con- 
trolled this with a sure hand for dropping the 
laughs in the right places yet hewing properly 
to the point that finding people who need 
insurance is everyone’s business. 

Travelers executives were photographed in 
Audio’s studios in New York. A staggered 
schedule was arranged so that none was re- 
quired to spend more than half a day on the 
set. Now that chest microphones have become 
standard equipment for television interview 
and news shows it seemed suitable and natural 
to use them for this informal newsreel. The 
lavalier mikes make it possible for non-profes- 
sional performers to project their voices more 
naturally and to achieve a satisfactory track 
with fewer takes. The Travelers executives 
score high throughout. 

Other attractive features are amusing props 
against limbo sets—and occasional color in- 
serts in the otherwise b/w film. I 


Limbo set lightens mood of Travelers’ reel. 
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NEW MEXICO P. R. MEN JOIN LANDON & LANDEN AT SANTA FE TO SPONSOR 


First Annual Southwest Film Workshop 


ELPING to advance the use of the film 
medium among the burgeoning indus- 
tries, government installations and state 

agencies of the area, The Public Relations 
Conference of New Mexico joined with Landon 
& Landen Productions, Santa Fe, as co-sponsors 
of the Southwest's first annual film workshop 
on April 8-9. Two-day program of technical 
sessions, informative talks and demonstrations 
was held in the L & L studios in that historic 
state capital. O. H. Coelln, publisher of 
BUSINESS SCREEN, was featured speaker at the 


Workshop conferees (/ to r) are Ned 
Hockman; Motion Picture Labs’ chief 
Frank McGeary; and Frank Meitz. 


spring banquet meeting of the PR Conference, 
held at nearby Bishop’s Lodge on Friday 
evening. 

Nearly 100 of the area’s principal film users 
and potential sponsors from Arizona, New 
Mexico and California heard Skip Landen, 
studio host; Frank Meitz, Santa Fe Railway 
film bureau manager; Ned Hockman and 
Dwight Swain of the University of Oklahoma 
(see adjoining column); John Candelario of 
Cinemark II Productions; and J. English Smith, 
sales manager of General Film Laboratories 
Corp. in key talks on important aspects of 
the film medium. 

Expert panelists on technical phases included 
members of the host studio’s staff: chief editor, 
H. H. Highfill; Lloyd Abernathy, production 


Santa Fe personalities (/ to r): are speaker 
Dwight Swain; host Jack Landon; p. r. man 
Fred Phelps; and producer John Candelario. 


supervisor; Gene Dickinson, sound engineer; 
and Bob Gardner, laboratory chief. Alan 
Macauley, western representative of the S. O. S. 
Cinema Supply Corp., displayed and demon- 
strated new production equipment; Cal Blasdell 
of Bell & Howell showed that company’s latest 
in projection equipment. 

Sponsoring studio executives Jack Landon 
and Skip Landen were commended by Pat 
Hill, president of the Public Relations Con- 
ference, for this “useful and far-sighted” con- 
tribution to better understanding of communi- 
cations media in the Southwest. Lae 


At coffee break (/ to r) are G. E. 
Lloyd Abernathy; General Labs’ English Smith; 
O. H. Coelln; and agencyman Fred Patton. 


Landen; 


Southwest Film Workshop session in action at Landon & Landen studios in Santa Fe last month. 
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Where Scripts Go Wrong 
by Dwight V. Swain* 


HERE FACTUAL FILM'S concerned, 

failure too often is made certain long 

before the cameraman lines up a single 
shot. For in film, planning is the key to effec- 
tiveness, and only by means of a solid script 
can that planning be nailed down. 

As sponsors or buyers or consultants or 
supervisors or producers or writers, then, all 
of us need yardsticks by which to judge script 
quality in advance . . . rules of thumb to use 
to measure what’s good and what’s bad as 
we work our way through the scripting process. 

Let’s take it step by step. Ordinarily, script 
work starts with a preliminary conference. Here 
concepts are developed, decisions made. Three 
key questions pinpoint danger zones: 


1. Whom do you want to do what? 

(Factual film is a tool, a device to solve 
problems. At its best, it zeroes in on as specific 
an audience as possible . . . motivates that 
audience to behave in a particular way, on 
limited issues. It doesn’t kid itself that it’s 
likely to be too successful at training workers, 
selling consumers, and shaping public attitudes 
all at the same time. ) 


2. Why put it on film? 

(Film works most effectively when it shows 
movement, things happening. For static sub- 
jects, still pictures or words alone may get 
the idea across best. Just because the firm 
owns a movie camera is no reason you have to 
wear it out this year!) 


3. Who’s got the last word? 

(Trying to please everybody can prove a 
royal road to disaster. Naturally, policy deter- 
mination often is a group project. But after 
that, limit authority to make decisions to one 
man. ) 


The preliminary conference over, the writer 
prepares a brief outline of the project—a 
motion picture treatment which will pin down 
the approach the proposed film is to take and 
the content it is to incorporate. Again, three 
points are pertinent: 


4. What's the central question? 

(The simplest way to unify a film is to insist 
that it answer a specific question—Why is the 
X company a good firm to work for?”, “Do 
you have the symptoms of diabetes?”, “How 
do you assemble an M-1 rifle?” Implicitly or 
explicitly, this central question should be made 
clear at the start of your film. Whereupon, 
everything not bearing on it becomes ex- 
traneous. ) 


5. How do you answer it? 

(Granted, any good picture presents a mass 
of information, a tight-knit chain of logic. But 
it will do an even better job if the answer to 
your central question is focused down to a 
(CONTINUED ON PAGE FIFTY-EIGHT) 


*as presented by Dr. Swain, Asst. Professor of Professional 
Writing at the University of Oklahoma, at the Southwest 
Film Workshop in Santa Fe on April 9th. 
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Sponsor: Crucible Steel Company 


TITLE: Specialty Steels, 42 min., 
color, produced by The Mar- 
shall Organization, Inc. 


vy This is an orientation and in- 
formational film for company em- 
ployees, college recruits and plant- 
located community groups. Cru- 
cible, which specializes in stainless 
and tool steels, explains its special 
function in the steel industry. The 
film was researched, written, di- 
rected, designed and edited by 
Jack Glenn, one of the founders 


of The March of Time and for 20 
years its senior producer-director. 

A crew of 25 men shot the 
picture in seven weeks, with prin- 
cipal locations in Pennsylvania at 
Pittsburgh and Midland, and in 
New York at Syracuse and New 
York City. Prior to shooting, a 
three-month schedule of intense 
research was carried on at these 
places and at Chicago and East 
Troy, Wisconsin. The film was 
made under the general supervi- 
sion of Michael Stumm, advertis- 
ing manager of Crucible. Anthony 
W. Marshall was executive pro- 
ducer. 

21,200 feet of Ektachrome film 
was used in the production of 
Specialty Steels. The picture makes 
extensive and dramatic use of the 
Zoomar lens, which has_ been 
greatly improved since the days of 
its almost exclusive use for sports 


The Making of Specialty Steels 


Crucible Steel Film Explains Function in Industry 


On location at Midland, Pa. for scene in Crucible film. 


and news events. This lens made 
it possible for Director of Photog- 
raphy Michael Nebbia to move 


the viewer right up into the middle : 


of such formidable areas as the 
incredibly hot molten steel inside 
the giant ladles as well as into the 
inside of roaring electric furnaces. 

A great many problems had to 
be overcome in the shooting of 
Specialty Steels. Foremost of these 
was the impending steel strike, 
which forced the crew into a race 
with the strike deadline. To win 
this race they had to work many 


days from 8:30 A.M. until 11:30 
P.M. 

Another problem was created 
by the necessity of scheduling the 
shooting to conform with the steel 
production schedule. The script 
called for the same type of stain- 
less steel throughout its manufac- 
ture, and this put a strain on both 
the picture crew and the steel crew 
—both racing against the steel 
strike deadline. The problem was 
surmounted with a minimum loss 
of man-hours and steel-production 
hours. 

A third hurdle was the tremen- 
dous heat inside and outside of 
the mills. Exposed and unexposed 
film had to be stored in a place 
unaffected by the high tempera- 
tures. This turned out to be a 
Coca Cola refrigerator, transform- 
ed into a portable film-storage bin. 
(CONCLUDED ON PAGE 56) 


Turntable revolves audiences for demonstrations at the Idea Center. 


Idea Center for Communicators 


“REVOLUTION” in audio-visual 

techniques is being demon- 
strated at the Communications 
Idea Center in Chicago. 

The Center was developed by 
Wilding, Inc., one of the leading 
industrial motion picture pro- 
ducers, in conjunction with 
Commercial Picture Equipment, 
manufacturers of portable equip- 
ment for business communications, 
to effectively present to business- 
men the latest audio-visual tech- 
niques. 


14 Demonstrations Are Given 


There are currently 14 different 
demonstrations in operation, with 
more to be added in the near 
future, according to A. J. Brad- 
ford, president of the equipment 
firm, who directs the Center. 

The “revolutionary” theme is 
implemented by an 18-foot turn- 
table on which an audience of up 
to 20 persons can be seated. The 
turntable rotates so the audience 
is facing various parts of the 
Center, as each demonstration is 
presented. One of the featured 
techniques is an Automatic Pro- 
gram Control in use by the two 
largest weekly magazines for their 
editorial presentations. 


Tape Control of Presentations 


The control is a punched-tape 
device, providing automatic power 
for sales presentations, using a 
variety of techniques. It works 
equally well in both “live” and 
mechanical productions. The de- 
vice will open and close curtains, 
turn lights on and off, and start 
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New Techniques Come to Life at This Chicago Center 


and stop projectors. Primarily 
for field use, an entire program 
can be taped, reproducing identi- 
cal presentations in as many differ- 
ent Cities as required. 

Still another demonstration fea- 
tures a sequence from a major 
automobile manufacturer’s recent 
production. The sequence com- 
bines completely surrounding 
stereo sound with color, anamor- 
phic, wide screen and split screen 
formats in an industrial film. 


Screens That Talk Back 


Among other presentations is 
the two-projector motion picture 
technique on a wide screen, syn- 
chronized with left and_ right 
images with separate sound. This 
permits conversation to be carried 
on in both images. Another 
feature is “Trigger-Strip” slidefilm 
—an inexpensive way to provide 
animation, such as the firing stroke 
of a piston, or the development of 
a graph. This is done by rapid 
projection of still pictures. 

Several portable stages in vari- 
ous sizes are on exhibit in the 
Communications Idea Center, in- 
cluding one which is used during 
several demonstrations. Still an- 
other is small enough to be packed 
in a suitcase, yet large enough for 
skits and pictures for an audience 
of up to several hundred persons. 


New Ideas to Be Added 
In discussing the future of the 
Center, Bradford said, “As newer 
and better techniques are devel- 
oped, they, too, will be added to 
the demonstrations.” Q 


7 
: 
43 
31 


( 


Climax event of the 1960 Cavalcade Show comes when these 1960 tractor models ride into view .. . 


Tractor & Implement’s Cavalcade Shows 


‘Farm Families from Dixie to Minnesota Are Thronging to See the Latest 
in Tractors & Tools in Topflight 1960 Show Under Huge Geodesic Dome 


OW FARES the American farmer? How 
is the farm equipment market doing 
in 1960? It’s no secret that the changing 

farm economy, the paradox of high productivity 
and often low income, despite Federal sup- 
ports, remains one of this nation’s most debated 
and contentious problems. In the Congress or 
the local Grange hall, in the farmer’s kitchen 
and in the sales and research offices of the 
companies who make the tools the farmer 
needs to work his land, the farmer's economic 
future is something everybody is talking about. 

Talking little but doing a herculean selling 
job these bright Spring days and nights are the 
merchandising men of Ford’s Tractor & Im- 
plement Division. Backed by a_ spectacular 
demonstration show that is presenting the 1960 
line in a truly spectacular setting, T & I is 
putting its products before nearly) 200,000 
selected prospects via a 1960 Cavalcade, liter- 


These professional Broadway players and sing- 
ers, cast by Jam Handy, help make the Caval- 
cade show a favorite among farm audiences. 


te 


Above: visitors and workers watch a self-pro- 
pelled combine being put through its paces in 
one of the demonstrations on the Midway. 


ally a traveling “exposition” that packs the 
hardest “sell” any farm equipment prospects 
ever got in the most palatable form imaginable. 


Twin Premieres in Florida, Texas 

Moving northward, just ahead of the frost 
line for the past two months since the Caval- 
cade was premiered in Florida and Texas, are 
two complete traveling shows. Each packing 
some 60,000 pounds of gear in two huge vans 
and five station wagons, these Cavalcade units 
are covering the heartlands of the farm belt 
on each side of the Mississippi River. The 
“Eastern” section, for example, is visiting some 
27 cities, playing two-day stands on_ fair- 
grounds and stadium lots since it was premiered 
at Jacksonville’s Gator Bowl. The “Western” 
segment started at Dallas’ Cotton Bowl and is 
headed for Minnesota. 

A special version of the show is appearing 
at industrial centers where T & I-built con- 
struction equipment will be of special interest. 


A limited, third show schedule will follow out 
of T & I’s Oakland, California regional head- 
quarters at a later time. 
Showmanship and Creative Selling 

“The agricultural revolution is as dramatic 
a story as exists anywhere in America today,” 
says Merritt D. Hill, Ford vice-president and 
general manager of the Tractor and Implement 
Division. “We have developed what we believe 
is the most dramatic means ever devised in the 
farm equipment industry to convey the story 
of ‘where American farmers go from here.’ 

“The decade ahead of us is being called 
‘the Surging Sixties,’ and we feel that greater 
efficiency will help farmers share in the gains 
of our entire American economy. 

“To convey this belief we decided that show- 
manship and creative marketing should be com- 


re 


bined in the most imaginative way possible. 

The Tractor and Implement Cavalcade uses 

staging techniques never before employed.” 
We Toured the Midway at Louisville 

On the premise that you’ve “got to see the 
show to know,” a BUSINESS SCREEN editor 
met the Cavalcade at the Louisville (Ky.) 
Fairgrounds a few short weeks ago. R. T. 
Armstrong, merchandising manager for the 
division, was the host and “presenter” who 
took us through the two principal segments 
of the show: its cleverly-designed “Midway” 
with T & I’s “pitchmen” demonstrating the 
new tractors, industrial units, hay and har- 
vesting tools and the main event which follows 
under a revolutionary “big top.” 

For the “tent” which houses the combined 
musical-dramatic-film and live product demon- 
stration performance of the Cavalcade is a 
huge Geodesic dome, over three stories tall, 
with a seating capacity of 800. The dome’s 
golden-hued aluminum framework supports a 
waterproof nylon lining to give audiences com- 
plete all-weather protection. Inside the dome— 
over 10,000 square feet of unobstructed floor 
area for demonstrations and show events! 

48 different farm and industrial tractor 
models and 76 farm implements and items of 
industrial equipment are used on the Midway 
and under the dome. 


An Equipment Show Without Precedent 

“For variety of equipment assembled at 
one place and by one organization, the Caval- 
cade is without precedent in our industry,” 
Armstrong noted. 

The audience at Louisville was near-capacity 
at the evening performance. They had come 
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Lining up for the next performance of the Cavalcade show are some of 
the 200,000 persons who are seeing this big Tractor & Implement show. 


from surrounding counties in Kentucky and 
Indiana, were recruited by neighboring T & 
I equipment dealers in their home towns and 
travelled by local school bus and in neigh- 
bors’ cars. Probably many had never seen a 
live Broadway show and few ever attended 
today’s version of a modern, dramatized-visual- 
ized sales meeting. But that’s what they saw 
and, judging from applause and appreciative 
laughter, these folks really enjoyed it. 
Thoroughly Professional Performance 

What the audience saw followed a_ well- 
established, fast-paced outline: brief opening 
words of welcome by Jim Bishop, T & I's 
regional distributor; the welcoming song num- 
ber “Wide New Wonderful World” introducing 
the professional cast and an opening story 
“situation” which brought on the wide-screen 
motion picture of the same title. 

Wide-screen color “stills” established themes 
for each of the five sections of the show, 
while the cast delivered a song appropriate to 
these segments. Wide-screen color slidefilms 
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developed special product features to match 
the sections and “live” product demonstrations 
climaxed each part, leading up to the color- 
ful finale, “If There’s a Job to Do, Ford Can 
Do It.” 

A Strong, Effective Sales Effort 


The Tractor & Implement Division people 
provided the need and the impetus for the 
strongest selling effort to be aimed at the farm 
equipment market in years. From their enthu- 
siastic merchandising men (many of whom take 
active roles in product demonstrations in the 
Cavalcade) came the Midway and Geodesic 
dome concepts. 

With confidence, T & I executives turned to 
The Jam Handy Organization for the creative 
skills and technical help which make the 1960 
Cavalcade a truly outstanding show. From 
Jam Handy came the design help, original story 
material, film production (both motion pictures 
and slidefilms), choreography, casting and all 
of the physical show equipment for staging. 
lighting and projection. Two JHO crews of 


Helicopter and Tractor Perform 


Left: helicopter takes the huge Geodesic dome 
aloft to determine the feasibility of moving 
it intact to each show site along the route. 


Right: assembly of the Geodesic dome calls 
into use one of the show’s attractions: an 184] 
industrial tractor with 21-foot mast fork lift 
attachment. The dome’s aluminum framework 
was designed for easy assembly and for rigidity. 
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Assembly of the Geodesic dome auditorium which houses the farm equip- 
ment show is an around-the-clock job to get it ready for each opening. 


16 people each are “on the road” with the 
Cavalcade units, including seven in the cast, 
and seven technicians. 

Brilliant theatre-quality projection helps 
make the 42-foot-wide visuals effective, thanks 
to 35mm motion picture equipment and JHO’s 
new Vista-Strip  slidefilm projection for the 
wide-screen series on various products. 

The Cavalcade wasn’t an “easy job” for 
T & I but the results of these efforts have al- 
ready justified the tremendous combined effort 
of its merchandising people and Jam Handy. 

Teamwork Pays Off for T & I and JHO 

As the Tractor & Implement Division’s very 
progressive sales manager, Emory Dearborn, 
and its advertising manager, James Petter, 
will readily attest, the 1960 Cavalcade pro- 
gram wasn't an “easy” job. But teamwork 
between all concerned within the Division and 
in The Jam Handy Organization has brought 
an outstanding, even spectacular, merchandis- 
ing effort into a field where it is badly needed 
for the economic good of all. 
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Tools tor Selling & Service: 


This first course was produced by Depicto . . . 


. . gives practical help to service workers. 


A-V Training for Food Service Operators 


Standard Brands Draws Plaudits for “Tested Management Techniques” 


S PART OF ITS LONG-RANGE program of 
service to the hotel, restaurant and in- 
stitutional industries, Standard Brands, 

Inc. has been presenting an audio-visual train- 
ing course called Tested Management Tech- 
niques on a nationwide basis for the past three 
years. 

Checking the pulse of the program recently, 
Standard Brands’ Fleischmann Division could 
take pride in finding its completely non-com- 
mercial and institutional project widely re- 
garded as one of the most practical and 
popular services ever offered to the hotel and 
restaurant industries. 


First Program on “How to Train” 


The first Tested Management Techniques 
course, made available to hotels, restaurants 
and their associations in the spring of 1958, 
was How to Train. Ninety-minutes in length, 
the course consisted of two motion pictures 
and three filmstrips all packaged into a smooth- 
flowing program that has now been shown 600 
times to an estimated 30,000 hotel and restau- 
rant managers and supervisors. Some reactions 
to the course were such as these: 

: . you are doing yourself and your com- 
pany a great deal of good through these training 
films. They are excellent.” 

“... presents more information in the time 
required than we could give our employees in 
three months.” 


. . . best program of this kind I have ever 
seen,” 


“The Right & Wrong Way to Conduct an Inter- 
view” from the Walter Engel motion picture. 


“certainly will put these techniques into 
practice in our own organization.” 

. your presentation was one of the most 
interesting and best received we have ever had 
... gave us all much food for thought.” 

One explanation for the program’s popular- 
ity is the fact that it filled a long-felt need in 
the institutional industry for a capsule course 
that could be presented to managerial personnel 
either separately or as a supplement to an over- 
all manpower development program. 


Show Them “How to Employ People” 


A second course in the Tested Management 
Techniques program was begun after reports 
on How to Train were thoroughly analyzed by 
Gerry Kirk, who developed and wrote the 
course under the direction of Customer Service 
Department Manager, Charles R. Murphy. 
Surveys of food service operators revealed that 
they rated the training and selection of em- 
ployees as their primary personnel problems. 
As the first course in Standard Brands TMT 
program (How to Train) was produced to help 
the operator improve his training techniques, 
the second, How to Employ People, was pro- 
duced to help the operator get out from under 
the heavy and costly burdens that result from 
unscientific employee selection. 

How to Employ People, also a ninety-minute 
course, covers all phases of employee selection. 
including recruitment, screening, interviewing, 
evaluating and rating. Major emphasis is 
placed on the techniques to be followed and 
the dangers to be avoided in conducting an 
employment interview. 


Uses a Wide Range of A-V Tools 


The How to Employ People course is pre- 
sented by a Meeting Leader through use of 
a variety of audio-visual aids. These include 
a color cartoon motion picture, which estab- 
lishes the importance of employee selection, 
three color filmstrips, which cover the step-by- 
step techniques of recruitment, screening and 
interviewing, and a b/w motion picture, which 
gives a demonstration of the “wrong” and 
“right” ways to interview. Participation is 
achieved through use of a True or False Quiz 
(following the film strips) and the group’s iden- 
(CONTINUED ON PAGE FIFTY-EIGHT) 


Volkswagen’s Dynamic View 


of Free, Open World Trade 
as Pictured in “Give and Take” 


EVERAL YEARS AGO, Scott Stewart, Volks- 
wagen’s advertising manager in the U.S., 
made his first trip to company headquarters 
in Wolfsburg, Germany, with some advance 
misgivings. Being a “company” town, and an 
“auto” town, he thought, it must surely take 
on some of the more depressing aspects of a 
sharecropping “company” town in Mississippi 
(which Stewart remembered from childhood), 
and dirty, drab Detroit (where he worked in 
the auto industry for 11 years). 
But when Scott Stewart got to Wolfsburg 
the city completely bowled him over. An out- 


Interior of a West German factory is filmed 
by Marathon Newsreel cameramen for sequence 
in Volkswagen of America’s new picture. 


standing example of good civic planning, with 
open fields, attractive housing and the most 
modern works, the city was so different from 
what he had expected that within a few days 
he had called Konstantin Kalser, of Marathon 
TV Newsreel to come to Germany and start 
shooting a film to show VW dealers, customers 
and anyone else who'd care to see, that Wolfs- 
burg, the “company” town was indeed different 
as the Volkswagen car is different. 


First Picture Still Booked Solidly 


This film became Five Miles West, a success- 
ful public relations picture which is still being 
booked solidly through Modern Talking Picture 
Service, and, as audience reports are proving. 
is really selling Volkswagens*. 

With this film ticking along nicely, Volks- 
wagen decided to tackle a theme which is as 
close to the company as its life blood—free 
and open world trade. Recently released in 
New York and soon to be offered nationwide 
through all Modern exchanges is the latest VW 
film, The Give and Take. 


Barter Provides a Root for Progress 


The Give and Take shows that man has 
always depended on a complex variety of 
sources for the wants and needs of his life. 
Barter, the exchange of one thing for another, 
has been a good, firm root of much human 
progress. And now, as man faces an increas- 
*For example, Modern reports that Mr. R. F. Miller and 


Mr. F. W. Baker, among others, reported that they placed 
orders for Volkswagens after seeing the film. 


BUSINESS SCREEN MAGAZINE 


4 
Techniques | a 
< 
i 
i 
| 
a 
4 
| 
: 


ingly bewildering existence, he has an even 
greater need for the unique unity of free and 
open exchange of both materials and ideas. 

The Give and Take confirms this need. It 
shows as an example a single industrial organi- 
zation doing business throughout the world—a 
business singularly dedicated to the concept 
of “give and take.” 


Dramatic Testimonial on World Trade 


From a relatively small, devastated plant, 
Volkswagen people have fashioned a hope into 
a dramatic testimonial to the validity of world 
trade. Volkswagen thinks of itself as truly 
international—almost a “United Nations on 
wheels.” It buys where it sells, and thus bases 
its present, the present of its thousands of 
employees throughout the world, and its stake 
in the years to come on the positive, proven 
premise that man must deal honestly, fairly 
and freely with his fellows. 

In shooting The Give and Take, Marathon 
Newsreel crews compiled some interesting sta- 
tistics: 

. Shot over 45,000 feet of Eastman color 
negative film, although only a little over 2,390 
feet were eventually used in the final 26-minute 
print. 

. travelled a distance equalling two trips 
around the world. 

. had to conduct business in 14 different 
languages—English, French, German, Arabic, 
Chinese, Swedish, Dutch, Norwegian, Portu- 


A Hot Competitor for World Markets, 
Volkswagen Shows “The Give and Take’ 
in Nine Different Language Versions 


Ceylonese mahouts pause in their long work- 
day to allow their ponderous mounts a drink 
and dip in the scene from “The Give and Take.” 


guese, Danish, Russian, Greek, Spanish and 
two distinct Singhalese dialects, and were on 
location in 13 countries. 

; . Set up and took down their cameras 
more than 2,000 times. 


“One Visual Delight After Another” 


The result is one visual delight after another. 
Cinematographers Henry Javorsky and Karl 
Malkames under Konstantin Kalser’s direction 


Perched precariously on the edge of a Euro- 
pean automotive test track, Marathon News- 
reel cameramen film Volkswagen scene .. . 


have produced an unusually beautiful negative, 
and Movielab prints do it full justice. Alexander 
Scourby is the narrator. An original musical 
score is performed by the Volkswagen Works 
Symphony Orchestra. 

An LP album of the film music has been 
prepared and will be distributed to VW 
dealers throughout the country. ny 


Epitor’s Note: within recent years, U. S. au- 
diences have seen films from Volkswagen, Re- 
nault, Porsche and other overseas auto makers, 
What are American auto companies doing 
about their share of world markets via similar 
hard-hitting sales and public relations films? 
A seque! report on U. S. automobile films for 
overseas use will appear in these pages. ye 


Eye-Filling Glimpse of the Jantzen Line 
Sponsor: Jantzen Manufacturing Company 


TiTLe: Once Upon A Smile, 6 min., color & b w, produced by Elektra 
Studios, Inc. for Hockaday Associates. 


vy That pretty girl wiggling her hips so attractively on the screen would 
seem to be Betty Grable, but she isn’t. She isn’t Betty Grable and isn’t 
really wiggling, either. She is Dolores Hawkins, who can look like a 
dozen different pretty girls at the flip of a wig. And the wiggle-maker 
is Abe Liss of Elektra Studios who can simulate just about any kind of 
seductive shimmy with his animated visual squeeze technique and make 
it seem fresh and funny. 


Jantzen’s new film looks back on the bathing suits of yore and takes 


Circa 1930: Miss Hawkins does a 
bit reminiscent of Ruby Keeler. 


In the roaring 40's: there's a glam- 
orous look at Betty Grable. 


its viewers along with Miss Hawkins as she demonstrates how girls looked 
in beachwear a few decades ago. As a Clara Bow type of the 1920's, 
in a purposefully flickery scene, Dolores Hawkins pouts her lips, strums 
her uke and charlestons into view in her daring “tank” suit which was 
even barred from some beaches in those days. The 1930's brought the 
two-piece suit (very covered-up) and the Ruby Keeler look. Marilyn 
Monroe curves and the one-piece textured knit suit were the idea of the 
50's, following the sleek fit and low-plunge back which Betty Grable 
types wore so well in the 1940's. 

Elektra’s “visual squeeze” films are made of a succession of still 
pictures carefully composed on regular studio still cameras, then later 
re-photographed on an animation stand. The effect is most sprightly. 

Jantzen is showing the film at conventions for its sales staff, here and 
abroad. Later it will be shown to fashion editors, buyers and then into 
the retail level. ag 


This charmer of the 50's? Who Of course they’re all Dolores Haw- 
else but exotic Marilyn Monroe? kins in this 1960 model! 
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On location at Rhein-Main Air Force Base in West Germany. Camera- 
man Browning on boom is “shooting” interior of the giant aircraft. 


A Worldwide Look at MATS 


In Cooperation With the U.S. Air Force, Pure-Pak Sponsers 
a Documentary KReport on the Military Air Transport Service 


A DOCUMENTARY mo- 

tion picture is quite complex, 
especially when it concerns the 
farflung activities of the Military 
Air Transport Service (MATS) on 
location. 

Operation Worldwide, a_ full 
color, 27-minute film, was planned 
and produced by the Pure-Pak 
Division of the Ex-Cell-O Corpor- 
ation, in conjunction with the U.S. 
Air Force. 

Two years of preparation went 
into the movie before taking off 


And here’s another “interior” as 


into the “wild blue 
obtaining 


yonder”: 
clearances from the 
Defense and State Departments; 
clearances from foreign countries; 
visas, passports, amateur radio 
permits, clearances for camera 
equipment, and hundreds of other 
details. 


A 28,000 Mile Journey 


Then came the day when MATS 
aircraft 50564 left the runway at 
McGuire Air Force Base for a 
historic flight to Newfoundland, 


this “Operation Worldwide” scene 


catches an exotic glimpse inside a Japanese Geisha house in Tokyo. 


The Vital Role of MATS Globe-Girdling Operations Is 
the Theme of This Informative New 27-Minute Picture 


the Portuguese Azores, Scotland, 
Germany, France, Denmark, Italy, 
Greece, Lebanon, Turkey, Egypt, 
Ceylon, Thailand, Philippines, 
Okinawa, Formosa, Korea, Japan, 
and several other Pacific Islands 
which were immortalized during 
World War II. The flight took 
45 days and covered 28,000 miles. 

The talented film communica- 
tors were Fitzgerald Smith of 
NBC’s Monitor; Bill Leonard, CBS 
and the Voice of America; motion 
picture specialists from the Robert 
J. Enders Company, including 
Director Howard Enders; Script- 
writer Clifford Peacock; Unit Man- 
ager Lester Miller; Camermen 


a 


Production crew for “Operation 
Worldwide” boards MATS plane 
at McGuire Air Force base. 


William Browning, Charles Bate- 
man and George Taylor; Sound- 
man Arthur Rescher, and Ad 
Director Ralph Charbeneau of the 
Ex-Cell-O Corp. Bob Considine, 
well-known foreign correspondent 
and columnist, did the narration 
for Oeveste Granducci’s script. 
Of course, there were pilots and 
a flight crew, a newspaperman and 
a magazine editor, a couple of 
licensed “Ham” radio operators, 
and Lt. Colonel Richard Goss, 
USAF, who proved invaluable in 
obtaining the necessary coopera- 
tion for making what sometimes 
appeared to be an impossible film. 


Routine Mission for MATS 


“At least, it seemed almost 
impossible to us, but to MATS, 
it was a routine mission,” said 
Charbeneau. “After all, the outfit 
that pulled off the Berlin Airlift, 
furnished logistical support to the 
Chinese Nationalists during the 
Quemoy-Matsu squabble, and flew 
U.S. Marines to Korea, did not 


anticipate too much trouble haul- 
ing us around the world.” 

The logistical problem, from a 
movie-making point of view, was 
quite impressive to the men aloft. 
The plane, a C-54, loaded with 20 
men, thousands of gallons of fuel, 
4,000 pounds of camera equip- 
ment and a bale of miscellaneous 
supplies, weighed about 75,000 
pounds, while the maximum pay- 
load was only 85,000 pounds. 
This meant long runs before the 
actual take-offs. 

Chow time on Operation World- 
wide ran the gamut from dinner 
at the world-famed Kaiserkeller in 
Frankfurt, Germany, to lunch out 
of mess kits at a field kitchen. 
Accommodations for the crew 
were equally cosmopolitan, rang- 
ing from internationally-known 
hotels to the rundown barracks on 
Wake Island, with ten men to a 
room. 


Some Production Problems 

“Actual filming was complicated 
by conditions seldom encountered 
in the United States,” Charbeneau 
said. “The terrific heat as we 
neared the equator at Aden, 
Saigon, and the Philippines kept 
our Camera crew worried about the 
possibility of ruining the color film 
in the 140 degrees inside the air- 
craft while it was on the ground.” 

Wherever the plane landed, the 
movie-makers needed transporta- 
tion in order to fulfill their shoot- 
ing schedule. They rode in every- 
thing from a jeep to a 2'%-ton 
truck. Scenes were shot from fork 
lift trucks, C-54s, jeeps, trucks, 
helicopters, navy patrol craft and 
fighter aircraft. 

Choice of locations was equally 
interesting. Director Enders and 
Cameramen Bateman, Taylor and 
Browning filmed scenes outside the 
Brandenburg Gate on the Unter 
den Linden, at Nationalist Chinese 
gun emplacements on Formosa, in 
a Japanese geisha house, in the 
demilitarized zone of Korea—even 
in Communist East Berlin. 

The film and flight crews ran 
into almost every kind of weather 
imaginable, including rain, dust 
storms, blazing heat, and April 
in Paris—but no snow! 

Operation Worldwide, currently 
being telecast throughout the 
nation, tells the vital and dramatic 
story MATS plays in our defense. 
The sub-plot subtly illustrates the 
global scope of Pure-Pak. 
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Meeting One of Industry's Major Problems: 


Armco’s Conference Training Program 


Helps to Build Tomorrow's Managers 


Films Play Integral Hole in Helping to Develop Leadership 


Goop CORPORATE FILM can 
be used effectively as an 
internal “swayer” or tool to 

teach employees, help them make 
decisions, and cause them to feel 
something about their employer. 
If their newly-implanted “attitude” 
is to endure, however, the indus- 
trial vehicle must inspire genuine 
interest and not merely be a source 
of entertainment, per se. 

This formula proved extremely 
successful for the Armco Steel 
Corporation, of Middletown, 
Ohio, where a progressive plan 
was recently launched for build- 
ing sound management principles 
through a new film-and-conference 
training program aimed at increas- 
ing the efficiency of the company’s 
5,000 managers—from vice presi- 
dents to foremen. 


A Skillful Translation 

Armco turned to The Jam 
Handy Organization of Detroit to 
translate the lectures of manage- 
ment consultant Louis A. Allen 
of Palo Alto, Calif. into the vi- 
brant, “living medium” of the 
motion picture screen. The Handy 
Organization, in turn, made full 
use of the medium’s potential to 
convert the “abstract into human 
terms, to turn excellent theory 
into practical applications of an 
extremely realistic character.” 

The result has provided Armco 
with 35-minute black & white 
motion pictures with the following 
titles: The Process of Management; 
Planning; Organizing; Leading, 
Part 1 (Initiating, Communicating 
and Decision Making); Leading, 
Part 2 (Motivating and Developing 
People); and a final film, Control- 
ling. 

By professional dramatization, 
appropriate use of visuals and rele- 
vant case histories, the producers 
“did a tremendous job of making 
management theory interesting,” 
according to Armco’s William 
Verity, director of organization 
and planning. 

The Need for Managers 

He estimates that the company 
will have to replace about 20% 
of its 5,000 man management team 
between now and 1965. The com- 
pany expects its management re- 
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quirements to increase about 10°, 
from growth at its projected rate. 

Actually, the movies are an 
easy-to-take textbook for the de- 
velopment program, which the 
company calls The Profession of 
Management. The lessons taught 
are debated and applied in small 
group conferences, led by the 
trainees’ bosses. In other words, 
the films are the shell into which 
the conference meat fits. 

But they make the program both 


Through scenes which show real- 
istic plant situations, the Arm- 
co program develops solutions. 


portable and flexible. Relieved of 
any need to make speeches, and 
armed with a fat conference man- 
ual as a guide, the hope is that 
any line manager can teach the 
course. Yet, in the discussion 
sessions he can adapt it to local 
conditions or angle it toward his 
own department's problems. 


Sums Up Armco Philosophy 

At the same time, the films 
provide an official summary of 
Armco’s management philosophy. 
Their content is conventional and 
consists of planning, organizing, 
leading, and controlling, with 
emphasis on initiative, communi- 
cating and decision-making. “‘It 
is,” says President L. T. Johnston, 
“a condensation of what you 
might spend three months learning 
at Harvard.” 

But the procedures described in 
the films are exclusively Armco’s 
own; so is the accent on human 
relations. Every member of the 
management committee went over 
the text twice to make sure the 
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What is a Manager ? 


Organizational Position 
of a Manager 


Outlining the manager's professional functions: through skillful use of 
visuals, the Armco conference program shows how teamwork operates. 


material represented a permanent 
expression of the company’s con- 
cepts and principles. To give 
trainees an over-all picture, the 
steel corporation added a 45- 
minute color film describing its 
history, organization and opera- 
tions. 
Useful In Other Fields 

The conference training program 
will also help Armco’s overseas 
business, Armco International 
Corp. President A. R. Edwards 
believes. Sessions for English- 
speaking managers from 11 Latin 
American countries are partici- 
pating in the conference program 
at Buenos Aires under Mr. Ed- 
ward’s guidance. 


Armco’s Research people are 
also expected to benefit from the 
course as Vice-President T. F. Olt 
utilizes the films to help his scien- 
tists put their ideas across. 

Neither President Johnston or 
R. S. Gruver, Armco’s vice-presi- 
dent for personal and public rela- 
tions “expect any miracles.” But 
Armco is counting on the new pro- 
gram to “define management for 
its managers and to get them all 
speaking the new language.” That 
the conference training approach 
will help both present and future 
management men to perform better 
and to prepare for greater re- 
sponsibilities is Armco’s confident 
belief. 


Another Armco training film scene deals with conflicts between staff 
and line managers. Discussion is encouraged by visualized situations. 
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Government in Paradise and How it Grew! 


Cleveland’s Hluminating Company Sponsors a Fable That Has a Point 


ee NCE Upon A TIME,” so the story of 
a new film goes, “a big passenger 
liner hit a reef, somewhere in the 
Pacific, and began to sink. All the passengers 
and crew crowded into the lifeboats and headed 
for the nearest land—a palm-covered island 
conveniently located on the horizon.” 

So begins The Castaways, a new 13-minute 
animated color film sponsored by The Illumi- 
nating Company, Cleveland utility company, 
and produced by Animation, Inc. What follows 
is often very funny and always a pointed mes- 
sage on the pitfalls of too much government in 
business. The Illuminating Company has a 
problem of its own in that area and merits a 
medal for doing something about it, to the 
benefit of the American people and its counter- 
parts in other public power areas. 

These Castaways follow a familiar pattern. 
They discover that cocoanuts can work like 
money. They're enterprising, so they find 
chemicals and ores on their little island and 
make tools and machinery. Truly, this was 
paradise! 

“Then two things happened at once,” says 
the sound track. The first big event was the 
arrival of electricity (they built a private power 
plant) and the second was the decision that 
they needed a government.” <A government 
they got, complete with a four-man House of 
Representatives. 

With government, came the re-discovery of 
taxes, for government found it had plenty 
Three men in a boat, looking for more money 


to run their ever-growing government and that 
idea almost started another Civil War . 


of work to do and no cash. So they taxed 
everybody one cocoanut for every ten he 
earned. (This is paradise?) But it wasn’t 
enough (it hardly ever is, these days) so they 
put a tax on the power plant, too. 

But because the company actually needed 
all its incoming cocoanuts to pay its workers, 
repair the plant and expand its facilities, the 
price of eleciricity went up, too. And with 
its added revenue, the government built a fine 
new dam. 

Yup, with all the new water power going to 
waste, government decided to built another 


Then somebody remembered about taxes and 
that solved the problem. The government taxed 
everybody one cocoanut for every ten he earned. 


electric plant of its own. That would produce 
cheap power. Of course it couldn't be taxed 
and that argument practically lead to Civil War 
because half the islanders were getting cheap 
power and the other half’s taxes paid for it. 

But this fable (?) ends on a happy note 
when fate intervenes in the form of a rescue 
ship. Four out of five Americans served by 
privately-owned companies, who are required 
to pay their own electric taxes plus the taxes 
of government power customers as well, will 
find The Castaways contains more fact than 
fiction. 

New projects for “cheap electricity” cost 
money. And where do you suppose the Gov- 
ernment gets that money? “That's right,” the 
film notes in its concluding punch line 
“from you and me.” Wy 


At left: 

Mrs. Nancy 
Yerkes of Bucks 
County, Pa. is 
featured in 

the film “From 
Generation to 


Generation.” 


The Human Story 


“From Generation to Generation” Brings 


Outstanding Film on Human Reproduction 


ve From Generation to Generation, a most out- 
standing new film sponsored by the Maternity 
Center Association and produced by Edward 
F. Cullen Associates, has recently been released 
in New York and will go into nationwide distri- 
bution in the near future. 

The 30-minute color film, in animation and 
live action, tells the story of human reproduc- 
tion with singular imagery and symbolism. The 
picture was recently nominated for an Academy 
Award in the documentary short class. 


Told With Symbolism and Beauty 

From Generation to Generation opens on 
the dawn of a spring day with views of the 
misty sea, the forest and the farm. The farmer 
and his wife, symbols of Everyman, everywhere, 
are preparing the fields for spring planting. As 
the film progresses the crops will grow and 
the fields will be cultivated until the season 
matures and the harvest is ripe. 

In counterpoint to these live action scenes, 
the animation softly begins picturing the be- 
ginning of life, examining the places—the 
pelvis, uterus, oviducts and ovaries—and show- 
ing the functions of these organs in the men- 
strual cycle. 

Philip Stapp, who directed the animation 
and wrote the narration, has designed the 
style of his drawings to avoid the sharpness 
of conventional medical animation. Almost as 


Division of cell in oviduct as it moves toward 
uterus. On the screen gradual cell multiplica- 
tion occurs as cell moves along the oviduct. 
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if inspired by Seurat the softly moving pointil- 
lism is used functionally to successfully blend 
scientific accuracy with a moving emotional 
quality in recording the process of birth. 

As the film studies reproduction from the 
meeting of sperm and ovum, the implantation 
of the ovum in the uterus and the silent peaceful 
growth of the fetus, the live action scenes of 
the year’s seasons give emphasis to the likeness 
of birth to all creation. Finally, the child 
reaches maturity and is ready to be born. An 
animation sequence shows in stylized form the 
working of the muscles in labor and the birth 
of the baby. 

From Generation to Generation is more 
than a physiological essay. It shows human 
reproduction as an integral part of the universal 
pattern of nature—as natural as the coming 
of the seasons, the rising of the tide, or the 
maturing of the harvest. It makes clear that 
childbearing is an emotional and spiritual ex- 
perience as well as a physical one. 


Center’s Response to Many Requests 

The Maternity Center Association is or- 
ganized to disseminate information on proper 
methods of pre- and post-natal care. The film 
was produced for the Association in response 
to a demand from professors in medical and 
nursing schools, theological seminaries and 
graduate schools of social work; from teachers 
in undergraduate colleges and high schools, 
instructors of parents’ classes and leaders of 
community discussion groups. 

To insure complete accuracy within its 
format of imagery, the film was produced with 
the guidance of distinguished experts in various 
scientific fields related to human reproduction. 

Cullen Associates spent two years in pro- 
duction on the film. Live action scenes, di- 
rected by Francis Thompson and photographed 
by Henry Javorsky, were made in Bucks Coun- 
ty, Pa., on the land of William Yerkes, a third 
generation farmer. William, Nancy and Billy 
Yerkes all take part in the film. 

Information about purchase or rental of the 
film may be obtained from the Maternity 
Center Association, 48 East 92nd Street, New 
York 28. Plans are being made to distribute 
the film, in 35mm, through selected art film 
theatres. Non-theatrical distribution will be 
handled by the Association and by McGraw- 
Hill Book Company. Ve 


This animation sequence from “Generation 
to Generation” shows how sperm finally sur- 
round the advancing ovum. 
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Lensing the “Feats of Hercules” 


Filming at the South Pole? 
Here’s How Lockheed Did It 


AMERAMAN Joe SHELTON, of Lockheed’s 
Motion Picture Unit, enjoys a rare dis- 
tinction. He has traveled around the 

world three times—on foot! 

Shelton recently accomplished this feat at 
the South Pole, where he was assigned to cover 
the Ski-Lift operation of the U.S. Air Force 
C-130 Hercules. The C-130 established two 
new records for Yankee-Doodle-land: It was 
the largest aircraft ever to land in the Antarctic 


The old and the new in Polar transportation. 
A dog team poses before the modern Ski-130 
prop-jet which set two new records. 


and the first 
operate there. 

Flying with Lt. Colonel Wilbert Turk, com- 
mander of the 6Ilst Troop Carrier Squadron 
at Stewart Air Force Base, Shelton and the huge 
aircraft took to gray skies for the Antarctic 
by way of San Francisco, Honolulu, Fiii and 
the Canton Islands, landing at Christchurch, 
New Zealand. Staging area for the operation 
was McMurdo Sound on the Ross Ice Shelf, 
three hours from the geographical South Pole. 


turbine-powered airplane to 


15 Minute “Takes” Around the Clock 


With 24 hours of sunlight and a light 
reading of f:22 on Ektachrome Commercial 
Film, the Lockheed cameraman worked around 
the clock. Battery-operated cameras failed 
immediately in the frigid weather which 
plunged temperatures to 43 degrees below 
zero, even during the summer months. Two 
spring-driven Kodak Cine Specials continued 
to operate, but only for periods of about 15 
minutes each. So, while one camera was 
being warmed by body heat, Shelton went on 
covering Feats of Hercules with the second 
camera. 


Sudden Warm-Up “Freezes” Emulsion 


On one occasion, while working in the 40- 
below temperature and a 25-knot icy blast, 
the cameraman’s fingers were “burned.” Medi- 
cal personnel took him to the first aid station 
for treatment, despite his protests, without 

| allowing time for the cameras and film to 
| warm up. This caused the film emulsion to 


Circling this South Pole flag marker, camera- 
man Joe Shelton “walked around the world.” 


stick, with the result that it could not be 
unwound for processing. 

Shelton found conditions on the South Pole 
far more severe than those he had encountered 
during an Alaskan winter, or on last year’s 
operation on the Greenland Icecap. He was 
now exposed to extreme cold, high winds and 
the “white-out” in double doses. 

But, despite extreme handicaps, both 
Shelton and the Lockheed C-130’s turned in 
a remarkable performance. The aircraft flew 
58 sorties to the South Pole and Marie Byrd 
Land. They hauled in over 400 tons of 
supplies and scientific equipment used by 
civilian scientists of the National Science 
Foundation, who spent the winter at the two 
sites. 


C-130’s Advance Antarctic Timetable 


Completing their mission ten days ahead of 
schedule, the C-130’s are credited with ad- 
vancing the scientific exploration to Antarctica 
by ome year. And the savings in such an 
airlift, compared to parachuting supplies from 
aircraft that cannot land at the Pole, is expected 
to amount to hundreds-of-thousands of tax- 
payers’ dollars. 

How did Shelton make his trips around the 
world on foot? Simple! He merely circled 
a flag pole erected at the geographical South 
Pole and crossed all the longitudinal lines of 
the globe. 


The Film Conveys a Vital Message 


When released, the film will carry a vital 
message, in picture and sound of the out- 
standing achievements and capabilities of the 
U.S.A. in the realm of airlift progress. ag 


Below: a Cine-Special captures a scene at 43 
below as cameraman Shelton warms second 
camera with body heat while he shoots . . . 
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1959 Newsreel was shown to shareholders at recent annual meeting. 


Monsanto Brings the News to Its People 


Focus on Employee Interests in Latest of Company Newsreels 


HE MONSANTO CHEMICAL 

COMPANY recently premiered 
its 11th annual industrial film, 
1959 Newsreel, which briefly 
covers numerous outstanding 
events, people and products, with 
special emphasis on employee re- 
lations, according to Production 
Supervisor John G. Walsh. 

Show Plant in Mexico 

The 24-minute, black-and-white 
production begins with background 
scenes of the company plant at 
Monsanto, Tenn., shows the open- 
ing of new sodium tripolyphos- 
phate and phosphoric acid units 
in Mexico City, reveals the appli- 
cation of monoammonium phos- 
phate as a fire retardant in the 
forests of North Carolina, ending 
with a visit to Monsanto’s domestic 
associates. In each case there is a 
product tie-in, but the pitch is not 
high-pressure sales promotion. 

The /959 Newsreel is the only 
company-wide communication of 
its type at Monsanto and, as such, 
offers the opportunity to let 
workers know what management 
and the company are doing during 


Below: employees were pictured 
in this Monsanto Newsreel scene 
photographed at the Company's 
plant in Mexico. Film is shown 
at all plants on completion. 


C. H. Sommer and Dr. C. A. Hoch- 
walt view Research Center model 
in this 1959 Newsreel scene. 


the year, Walsh said. “We try to 
keep the footage of management's 
activities to a minimum, and con- 
centrate mainly on the effects of 
salaried and hourly employees. In 
this, we have the wholehearted 
support of officials.” 
Seldom See End Product 

Because most of the company’s 
products are chemicals for indus- 
try, and shipped in 100-gallon 
drums, bags and tank cars to the 
customer, it is almost impossible 
for workers to see the end results 
of their labors. Thus, PR director 
Dan Forrestal conceived the idea 
that a film covering the end use 
of the firm’s products, as well as 
company news events, to be shown 
employees, would make them feel 
a little closer to the product they 
helped manufacture. 

The /959 Newsreel was “shot” 
by members of the audio- section 
of the company’s public relations 
department. The activity is en- 
thusiastically endorsed by Edgar 
M. Queeny, former board chair- 
man, a renowned film maker in 
his own right. 


CASE HISTORIES OF CURRENT SPONSORED FILM PROGRAMS 


How Our Savings Banks Serve Democracy 


Geod Briefing on Economic Facts From Massachusetts Banks 


Sponsor: Savings Banks Associa- 
tion of Massachusetts 

TiTLE: Through the Stranger’s 
Eyes, 25 min., color, produced 
by Bill Sturm Studios, Inc. 


ve Through the Stranger’s Eyes 
proposes the idea that the services 
of a savings bank give a revealing 
insight to some of the freedoms 
that Americans enjoy. 

The basic plot is the story of 
a Russian visitor who has an 
automobile accident and conse- 
quently winds up as a two-day 
guest of the nearest neighbor to 
the accident—a savings bank 
president. He gets a good briefing 
on economic democracy as we see 
it and departs after his 48-hour 
stay wiser, if still not convinced. 

The film is intelligent enough 
not to overwork its burden. The 
bankers are good guys but their 
halos are only normal size. The 
Muscovite is no black-dyed villain. 
Thus any temptation the picture 
might have had to pull all the 
stops and shake the hall with 
reverberations of self-praise has 
been pretty well resisted. 

A good cast has 


Shepherd 


Family scene in the bank film. 


Russian visitor (left) gets the word 
from the bank president. 


Strudwick and Luis Van Rooten 
in leading roles. The film was 
written by M&M _ Isaacs and 
directed by Joseph Kramm. Ex- 
ecutive producer for the Sturm 
Studio was Albert D. Hecht. 

Through the Stranger’s Eyes has 
been produced for the Savings 
Banks Association of Massachu- 
setts, which has been a leading 
sponsor of informational films for 
several years. Rights to the film 
in other areas are available from 
Bill Sturm Studios by payment of 
a small royalty to the Massachu- 
setts Association. 

Although the film is entirely in 
lip-sync, locations used are not 
peculiar to Massachusetts and 
some scenes were shot in many 
different ways so as to be adapt- 
able to Savings Banks Associations 
in other states. 

For instance, the banker’s wife, 
speaking to the Russian, says “Oh 
Yes, we've had savings banks in 
our state since 1816.”—She was 
recorded saying the same thing— 
with different dates—which would 
apply to any other Savings Bank 
Associations’ applicable dates. 


Static Electricity: an Industrial Hazard 


Sponsor: American Gas Associa- 
tion 

TITLE: Static Electricity, 22 min., 
color, produced by Kennedy 

Productions, Inc. 

Since static electricity is believed 
the cause of many industrial fires 
and explosions, the film shows how 
this destroyer is generated, and 
how it can be induced from one 
area to another. It portrays a series 
of controlled laboratory experi- 
ments originally developed for the 
U.S. Department of Interior. 

The experiments reveal that 
static electricity is produced by the 


BUSINESS 


contact and separation of mate- 
rials. Rubbing two objects to- 
gether is not.necessary; the mere 
contact and separation can create 
this danger. Liquids flowing 
through pipes or falling through 
space can also generate static elec- 
tricity. Even mercury and water 
can cause this evil. 

The film establishes the fact that 
automobiles and trucks on the 
highways can create S-E, because 
of the contact and separation of 
tires with the pavement. Light- 
ning, nature’s greatest manifesta- 
tion of static electricity, is also 
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developed by the contact and sep- 
aration of cloud and water drop- 
lets. 

The 16mm sound film contains 
recommendations for preventing 
the creation of static and the 
proper methods of controlling it 
by lightning rods and through 
bonding and grounding. Prints are 
available at $200 each through 
the American Gas Association, 
420 Lexington Ave., New York. 


INTRODUCTION TO DOWGARD 


Sponsor: Dow Chemical Company 
TitLe: EG2, 20 min., color, pro- 
duced by Klaeger Films Produc- 
tions, Inc. for MacManus, John 

& Adams, Inc. 
yr Dow Chemical Company’s solu- 
tion to the “most underrated factor 
in car performance”—the cooling 
system, is a new product called 
Dowgard, a year-around cooling 
system fluid. 

To introduce it to jobbers and 
service station operators the com- 
pany is using a new film titled 
EG2, which is a code name for 
one of Dowgard’s principal in- 
gredients. 

As the film shows, Dowgard 
stops damage from rust and corro- 
sion with a new combination of 
chemicals and de-ionized water 
that guarantees against freezing or 
overheating. 

EG2 is set in the framework 
of the writer out to get the big 
industrial story. This is a famil- 
iar enough treatment but natural 
for this sort of subject. The writer 
learns that Dow is putting tre- 
mendous effort into merchandising 
the product—double-truck ads, 
Dow’s Mystery Hour on NBC-TV 
with Joseph Welch. 

Distribution of Dowgard will be 
limited to top jobbers and service 
stations—no cash and carry stores, 
the film says. 4 


How Lancuace Lass WorK 

Sponsor: Rheem Califone Corpo- 
ration 

TitLe: Listen, Speak, Learn, 11 
min., color, produced by the 

James Fitzpatrick Company 
vr This film describes what the 
Rheem Califone Corporation calls 
“one of the most advanced” lan- 
guage teaching systems—the use 
of electronic language laboratories. 

Scened entirely in high school 
language laboratories, the film em- 
phasizes the simplicity of the 
laboratory system. 

Designed for schools and libra- 
ries, the documentary is available 
through the advertising department 
of Rheem Califone Corporation. 
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RAINING INSTRUCTORS at the 

Bristol Company in Water- 

bury, Conn., have switched 
from conventional photography to 
slides made on-the-spot to bring 
complex equipment set-ups out of 
the plant and into the firm’s class- 
rooms. 

As a result, instrument-training 
material is prepared a lot faster 
and at a cost of 75 percent less 
than ever before. 

These ‘tremendous savings in 
time and money began almost 
three years ago, when Bristol's 
instructors started using the Pola- 
roid Transparency System—a sim- 
ple method for making black-and- 
white slides in regular Land 
Cameras. Two minutes after 
photographing an instrument set- 
up or engineering chart, the in- 
structor lifts out a finished trans- 
parency that may be projected 
immediately. 


Show Product Applications 

The Bristol Company operates 
its Training School to instruct 
employees—its own and its cus- 
tomers’—on the various applica- 
tions of the firm’s automatic 
controlling, measuring and tele- 
metering products. Located at 
the plant site, the school is staffed 
by two full-time instructors and 14 
engineer-specialists from the com- 
pany’s development, production 
and application departments. Each 
class is limited to 10 members for 
more “individualized” instruction. 

Although the air-conditioned 
classrooms and laboratories are 
equipped with more than 100 
models of Bristol’s latest instru- 
ments for group-demonstration 
and individual bench-work, space 
limitations preclude a complete 
inventory of products. Hence, the 
instructors often rely upon slide 


Using Land camera mounted on a 
Polaroid Copymaker, Johnson is 
photographing a line drawing. 


Ay 


Charles Johnson, manager of Bristol Company's education department, 
lenses automatic measuring instrument with Polaroid Land camera. 


Bristol’s Trainers Switch to Polaroid 


New England Instrument Maker Uses Polaroid Slides to Show 


Complex Equipment Setups fer Beth Employees and Customers 


presentations to demonstrate the 
numerous attachments available 
for each instrument or, after 
having discussed a basic principle, 
to show the kinds of instruments 
that perfrom similar functions 
under varying conditions (e.g. the 
measurement of heat). Line draw- 
ings of sub-assemblies and graphs 
incorporating engineering data are 
also projected. 


A Slow, Costly Procedure 


Prior to March, 1957, slides 
were prepared by an independent 
photo-finisher. One of the com- 
pany’s plant cameramen would 
photograph an instrument set-up 
or line drawing and make an 
8 x 10-inch paper print. This 
was turned over to the outside 
photo-finishing firm, which made a 
positive 3'4 x 4-inch transparency 
from the print and mounted it 
Slide made in two minutes is 


checked against drawing after 
“hardening” for 20 seconds. 


between two pieces of glass with 
an aluminum binder. 

“In most instances, we had to 
wait a week to 10 days from the 
time a picture was taken until 
we received a finished slide from 
the photo-finisher,” said Charles 
Johnson, Bristol’s Education De- 
partment Manager. “And many 
times, our plant photographer was 
tied up on more pressing assign- 
ments and couldn't take a picture 
until a day or two after we re- 
quested it.” 

Johnson added that conven- 
tional slides caused a big “replace- 
ment problem” because the glass 
was easily broken in handling. 
And this factor—plus their weight 
—made it difficult to store or mail 
them to the firm’s field men 
throughout the country for use in 
sales presentations, a technique 
(CONTINUED ON NEXT PAGE) 
Bristol workers see projected 


Polaroid slide during class on 
electrometric devices. 
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Bristol in Polaroid: 


(CONT'D. FROM PRECEDING PAGE) 
often used by the Connecticut firm. 

But, under Bristol’s present 
system with Polaroid slides, the 
instructors can have top-quality 
transparencies (in lightweight plas- 
tic mounts) within minutes after 
clicking the shutter of the firm’s 
Speedliner Model Land Camera. 


Lensing Instrument Set-Ups 

When photographing an instru- 
ment set-up, for example, Johnson, 
who does most of the Education 
Department’s picture-taking, sim- 
ply trips the camera’s shutter, pulls 
a tab to start the development 
process, and lifts out the black- 
and-white transparency a couple of 
minutes later. After immersing the 
slide for 20 seconds in a small 
hand-held “tank” containing an 
emulsion-hardening solution, he 
places it in a Polaroid snap-to- 
gether plastic mount—ready for 
projection. 

Johnson shoots about 200 slides 
a year, uses Type 46-L Land 
Projection Film, which makes 3'4 
x 4-inch slides for use in standard 
lantern-slide projectors. A second 
film type—Type 46—make 2', 
inch-square slides for use in a 
special Polaroid Projector. Both 
films have eight exposures to a 
roll and speed of ASA 800. 


Photos of Engineering Drawings 

Line drawings and graphs are 
usually prepared by Bristol’s en- 
gineering department on tracing 
paper. To photograph them, 
Johnson turns to the Polaroid 
Copymaker, a compact unit with 
built-in lights and copying lenses, 
used to photograph anything that 
fits onto its 11 x 14-inch easel. He 
simply attaches the Land Camera 
to the Copymaker’s mounting post 
and lays the drawing on the unit's 
easel. A special exposure guide 
table tells him what copying lenses 
to use (they clip right over the 
camera’s lens) to obtain a sharp 
picture. (Johnson frequently slips 
a piece of white paper under the 
tracing-paper drawing for added 
contrast. ) 

Besides being simple to make 
(one dial on the Land Camera 
sets both shutter speed and lens 
opening), Johnson said the Pola- 
roid transparencies are also eco- 
nomical. He estimates the cost of 
each on-the-spot slide at about 
$.55 for materials alone—quite a 
saving over the photo-finisher’s 
$2 charge. (Total cost: less than 
$115 per year for 200 slides as 


compared to about $400 under the 
old method). 

He added that the “instant” 
slides are light-weight, easy to 
store and ship, and less susceptible 
to damage than the conventional 
glass-mounted slides. And, as 
they become out-dated and are 
discarded, the plastic mounts are 
retained and re-used—another 
economy feature. 


Flexible Film Helps Clinch 
a $140,000 Equipment Sale 
vx A sales film, We Came A Long 
Way, produced in 1958, is still 
producing results for Flexible, 
Inc., manufacturer of sewer pipe 
cleaning equipment. It is credited 
with cinching a $140,000 deal in 
Cairo, Egypt, recently. 

“The man over there saw our 
film and bought our equipment,” 


John Power, president of the com- 
pany, said. 

The film dramatically displays 
the Flexible line and shows how it 
works. Animation helps to illus- 
trate the function of the firm’s 
product in such inaccessible places 
as the inside of a sewer pipe deep 
in the ground. 

“We have ten prints of the film 
out,” Power reported, “and I don’t 
suppose there’s a water superinten- 
dent in the entire U.S. who hasn't 
seen it.” 

Now, after an extended trip to 
Egypt and the Mediterranean area, 
he is planning a new motion pic- 
ture. He already has much of the 
necessary footage shot. Power is 
also thinking of adapting foreign 
language sound tracks to the 
present film, to extend its useful- 
ness to other countries he consi- 
ders prospects for Flexible, Inc. 


when your films 
are out of circulation 


...is the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 


again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


Jamieson Film, Dallas, Texas, 
provided production services on 
this picture. 


A. H. Puder, Welfare Federation head (r) 
discusses Fund film with Walter Cronkite 
(ctr) and V.P. Frank Pesveye. 


Walter Cronkite to Narrate 
Newark’s United Fund Picture 


vy Walter Cronkite, narrator of 
The 20th Century and You Are 
There CBS television series, will 
narrate a new campaign film for 
United Appeals, Newark, N.J., ac- 
cording to H. W. Kritzmacher, 
UA’s public relations director. 


The Fall fund drive will support 
74 private health and welfare 
agencies in seven communities, and 
the film will depict selected situa- 
tions so prospective donors can see 
the types of agencies they are being 
asked to support. 

Plans call for Cronkite to be 
filmed, with segments broken up 
so that individual chairmen in other 
communities can answer questions 
posed by him. The Princeton Film 
Center, producer of the film, has 
agreed to “shoot” chairmen in their 
own locales and to integrate these 
sequences into the overall film. 

Enough footage will be shot so 
that a set of five TV spot announce- 
ments and one 2!4-minute theater 
trailer can also be made. These 
and the main film will be available 
to other communities, if desired. 


* * 


New York Life Documentary 
Shows “On to Oregon” Trek 
vy Wagons West, a 16mm sound 
film documentary based on the 
1959 “On to Oregon Cavalcade,” 
is available for free showing to 
civic and club groups, according to 
John M. Abbott, vice president 
of the New York Life Insurance 
Company, producer of the film. 
The Cavalcade, composed of 
seven authentic covered wagons 
manned by a crew of over 30 men, 
women and children, began its 
2,200-mile trek in April, 1959, 
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following the original Oregon Trail 
through Kansas, Nebraska, Wyom- 
ing and Idaho, finally reaching 
their destination at Independence, 
Ore., August 15. The modern 
pioneers, headed by Wagonmaster 
Tex Serpa, emulated their frontier 
ancestors as closely as possible. 
Schools, clubs or any organized 
group interested in obtaining a 
print of Wagons West may contact 
New York Life Insurance Com- 
pany, Public Relations Depart- 
ment, 51 Madison Ave., New 
York 10, N.Y. 


* * 


Saga of St. Lawrence Told 
by Canadian General Electric 
’* The dynamic saga of the St. 
Lawrence Seaway and Power Proj- 
ect has been recorded on film in a 
new, color motion picture produced 
by Crawley Films, Ltd., for Cana- 
dian General Electric. In The Great 
River, the history, construction 
and economic significance of the 
billion-dollar achievement are por- 
trayed against the background of 
the river. 

The 16mm, 29-minute film 
shows how the human and mate- 
rial resources of Canada and the 
United States were combined to 
the surging power potential of the = 

Seaway and dredge a channel for 
ocean-going ships in the heart of Find out how an unusual new Lease-Purchase 
the Continent. Plan enables your company to lease brand new 

The film is available from CGE Bell & Howell 16mm Filmosounds, world’s most 
offices throughout Canada. wy widely used sound projectors. Lets you put them 
to work in your sales program. Provides you 
and your sales force with training and service 
through the nation’s largest group of audio-vis- 
ual representatives. Gives you an option to buy, 
with lease fees applying towards purchase . . . 
or return without obligation. For complete in- 
formation, ask your secretary to mail the coupon. 


Bell © Howell 


> FINER PRODUCTS THROUGH IMAGINATION 


£ 


ie 


Bell & Howell NAME 
7108 McCormick Road 


Chicago, Illinois COMPANY. 


Gentlemen: 
Please send me complete information ADDRESS 
on the new Bell & Howell Filmosound 


Lease-Purchase Plan. CITY ZONE STATE a 


For 16mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Guy 


original 
Fiberbilt 
Cases 
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A scene in “The Fourth Sense” 


Ice Cream Through the Ages 

Pictured in ‘Fourth Sense” 

ve The Fourth Sense, (which is 

taste), is as palatable and refresh- 

ing a film as will ever be made on 
the tantalizing, delectable, plain, 
old-fashioned subject of ice-cream. 

Sponsored by the International 
Association of Ice cream Manufac- 
turers, the American Dairy Asso- 
ciation and the National Dairy 
Council, this 1342 minute, color, 
Education Research Film Produc- 
tion traces the history of the “treat 
of the Caesars” from the time 
when the Romans concocted an ice 
of honey, snow, fruit juices and 
pulp, until today when the average 
home freezer is chock full of ice 
creams in every conceivable flavor. 

While researching for this film, 
which has been conceived in 
graphics and animation, Bill Betts 
uncovered most unusual materials 
in the Library of Congress, the 
New York Public Library, the 
Bettman Library, and at the Satur- 
day Evening Post. Each graphic 
was then designed from one of the 
authentic prints which he found in 
these archives and delicately hand 
colored by Pilgrim Film Services 
of Washington, D.C., which also 
did the animation. 

The combination of Betts’ most 
informative script on the history 
of this delicious subject—plus the 
artistic pastel artwork of Pilgrim 
—and a fine editing job by Sylvia 
Cummins Betts—makes this a pro- 
duction which  schools-TV-civic 
groups—just about everybody— 
will just eat up. 

50 Years of Steel Progress 

in Canada’s “Bright Century” 

Sponsor: The Steel Company of 
Canada, Ltd. 

TITLE: Bright Century, 24 min., 
color, produced by Crawley 
Films, Ltd. 

vx “A civilization may be meas- 


The Wide World of 


Sponsored Pictures 


Brief Reports on Current Promotional and Sales Films 


ured by the tools with which it 
builds,” is the theme of Bright 
Century, which celebrates 50 years 
of Canadian progress and empha- 
sizes the contribution of the bur- 
geoning steel industry to the 
Canadian way of life. 

Going back to prehistoric times, 
it shows, through paintings, the 
hardships endured by stone-age 
man, the discovery of iron, through 
the development and increasing 
use of steel in the 19th and 20th 
centuries. From 1910, the year 
Stelco was founded, the film high- 
lights the remarkable role played 
by the integrated industry and its 
products, its survival of risky 


beginnings, depression, and two 
world wars. 

On one swift transcontinental 
trip, one may glimpse the myriad 
uses of steel in our daily lives, 
from maritime shipping to rail- 
roads, farm equipment, industrial 
building, western oil, science, 
medicine, and the network of 
communications which span the 
continent and link our civilization 
with the world. Within this pano- 
rama, extending from the “tin” 
can to missiles headed for space, 
Canada’s integrated steel industry 
emerges not only as the basis of 
our technology, but as a yardstick 
of progress. 4 


rentals 


ways 


Cameras: |6mm & 35mm—Sound 
(Single or Double System)—Silent 
Hi-Speed 


Lighting: Arcs—\ncandescents 
Spots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Sound Equipment: Magnetic — 
Optical—Mikes— Booms 


Grip Equipment: Parallels 
Goboes—Other Grip accessories 


Dollies: Crab—Western—Portable 
Panoram—Cranes 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Generators: Portable—Truck 
Mounted 


Editing Equipment: Moviolas 
Viewers—Splicers—Rewinders 


Projection Equip t:l6mm& 
35mm—Sound & Silent—Slide 
Continuous 


Television: Closed Circuit TV 


Every piece of equipment is 
checked out to perform “better 
than new.” 

Your accountant will explain 
the tax benefits of renting 
versus buying. 

CECO provides all normal 
servicing free of charge. 

More experts use CECO Rentals 
more often — because if we don't 
have it, who has? 

Branch: 
CAMERA EQUIPMENT CO., INC. OF FLORIDA 

1335 East 10th Avenue + Hialeah, Florida 


SALES - SERVICE - RENTALS 


C TUCKER 


Department $64, 315 West 43rd Street, New York 36, : 


New York « JUdson 6-1420 


Gentlemen: Please rush me your FREE complete catalogue - 


of Rental Equipment 


Nam 
O hare Camera Car: 
Firm 
*CECO—Trademark of Camera Street 
Equipment CO. City Zone——State. 


Retail Sales Psychology Is 
Keynote of Color Slidefilm 

vx The application of psychological 
concepts in retail selling keynotes 
a new film, Satisfy Your Cus- 
tomers’ Secret Needs, an 11- 
minute, full color sound slide 
presentation produced by West- 
wood Industries, Inc., New York, 
and recently previewed at the 
company’s showroom. 

Designed for use in sales train- 
ing at the retail level, the film 
ties in with a handbook that 
translates complex, scientific data 
on customer motivation and the 
search for status symbols in an 
easy-to-understand manner. Both 
booklet and film demonstrate how 
the sales person can utilize this 
information in practical, day-to- 
day selling. 

Although the film and booklet 
use Westwood lamp collections as 
examples, the information has 
universal application. Such valu- 
able pointers as how to size up a 
customer’s style preferences, how 
to draw her into an expression of 
her own tastes, and how to use 
“magic” words that help un- 
cover the customer’s subconscious 
desires, are included. 

The film may be purchased for 
$10, including shipping and handl- 
ing, by writing Westwood Indus- 
tries, Inc., 230 Fifth Ave., New 
York 10, N.Y. R 


* * * 


Report 6 Months’ Record for 
Use of State of Maine Films 
vx The State of Maine Department 
of Agriculture recently reported 
a record six months in the tele- 
vision use of its films. 

From July 1 to December 31, 
1959, 125 stations in eastern 
United States gave Maine film 
subjects 325 public service 
telecastings, H. G. Hawes, the 
agency’s director - photographer 
said. Audience was estimated at 
16-million. 

Maine’s most popular film in 
recent months is Potatoland, a 
nine-minute color featurette ex- 
plaining the technological revolu- 
tion in potato growing and handl- 
ing. A close second is Part-Time 
Farmer, describing the life of 
Maine families who get part of 
their income from the soil. One 
of the agency’s best-known short 
subjects is the wide-screen East- 
man color Maine Barbecue, which 
has been in distribution in the 
northeast for almost three years. 

Distribution of television prints 
is from the Augusta office of the 
Department of Agriculture. a 
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METROPOLITAN NEW YORK 


CARSON DAVIDSON PRODUCTIONS 

86 Bedford St., New York 14, N.Y. 

Phone: AL 5-4126 

Date of Organization: 1958 

Carson Davidson, Producer 
SERVICES: 16mm Motion Picture production. 
FACILITIES: 16mm production equipment, in- 
cluding camera. 


RECENT PRODUCTIONS AND SPONSORS 
MoTION PicturES: The First Prize Story (Al- 
bany Div., Tobin Packing Co.) ; Ink and Rice- 
paper (Lowell Naeve - American woodblock 
artist); The Inspector’s Badge (Rochester 
Div., Tobin Packing Co.) ; 3rd Ave. El (theat- 
rical release, Academy Award nomination). 
TV COMMERCIALS: Prince Spaghetti. 


METROPOLITAN ST. LOUIS 


ANDY WERNER PRODUCTIONS 

5318 Gladstone Place, St. Louis 21, Mo. 

Phone: CHestnut 1-4351 

Date of Organization: 1954 

Andy Werner, President and Exec. Prod. 

E. D. Werner, Vice-President and Writer- 

Director 

Dan Lovin, Editorial Supervisor 

V. Hager, Production Manager 

R. Moran, Recording Supervisor 

P. D. Soric, Art Director 
SERVICES: Producers of 16mm and 35mm sound 
motion pictures and slide films and TV com- 
mercials, advertising, public-relations, sales 
training and sales promotion. Complete crea- 
tive, writing and production staff. All film 
services offered at one location. 
FACILITIES: Air-conditioned sound stage with 
heavy duty lighting, 16mm Arriflex, 35mm 
Arriflex, 16mm Mitchell, Stancil-Hoffman Syn- 
chronous Magnetic Recording - 16mm and 
174mm, Ampex 351 14”, Multi-Channel Syn- 
chronous Interlock mixing, editing services 
available including sound cutting, animation, 
titling, hot-press stands; camera car for loca- 
tion shooting. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION PicTURES: Mother on Strike (Inter- 
national Ladies’ Garment Workers’ Union) : 
This film selected for showing at Swedish Film 
Festival in May, 1960; The G.E.M. Story (Gov- 
ernment Employees Mart); Artistry in Glass 
(Jacoby Art Studios). SLIDE FILMS: Opera- 
tion Clean-up (M.K.T. Railroad); The Story 
of Electric Fans (Emerson Electric) ; Opera- 
tion Tonsils (Organon Pharmaceutical Co.). 
TV COMMERCIALS: for Blue Cross (C. M. Said 
Adv.) ; Old Judge Coffee, Lord Calvert Coffee 
(Ridgway-Hirsch Adv.); Grennan Cookbook 
Cakes (Young & Rubicam) ; Barwick Carpets 
(Ridgway-Hirsch Adv.); International Shoe 
(D’Arey Adv.); Mallory Buick (Direct); 
Eagle Stamps (Rutledge Adv.); Dining Car 
Coffee, Manhattan Coffee, Rold Gold Pretzels, 
Haase Olives (Rutledge Adv.) ; Parkmoor Res- 
taurants (Direct); Tri-City Grocers (Geisz 
Adv.) ; Manchester Bank (Judd Adv.); Bank 
of St. Louis (Judd Adv.) ; Cyclo Wonder Tool 
(C. M. Said Adv.) ; Bug-Off (Direct) ; Nation- 
al Tea (Rutledge); Pevely Dairy (Rutledge). 
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PACIFIC NORTHWEST 


NORTHWESTERN INCORPORATED 

411 S.W. Thirteenth Avenue, Portland 5, 

Ore. 

Phone: CApitol 3-4107 

Date of Incorporation: 1952 

Robert M. Lindahl, President 

Sheldon Goldstein, Vice President, Treas. 

C. W. Christenson, Head Photographic Div. 

Alfredo Montalvo, Director of Animation 

and Editing Depts. 

SERVICES: TV programs and commercials, pub- 
lic relations and sales training films, sound 
slide films. Services include script and story 
boards, editing, direction, recording, art de- 
partment, animation, location or studio film- 
ing. FACILITIES: 16mm and 35mm synchro- 
nous photographic and recording equipment, 
sound stage, complete lighting for studio or 
location, music scoring from live or recorded 
library, sound effects library, complete editing 
facilities. Own all equipment and maintain 
a permanent staff. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: Good Neighbor Town 
(United Good Neighbors). TV COMMERCIALS: 
(series) First National Bank of Oregon, 
Northwest Natural Gas Co., Blue Bell Potato 
Chips (Cole and Weber Advertising) ; (series) 
Chet’s Frozen Foods, White Satin Sugar, 
Oregon Journal (Pacific National Advertising 
Agency); (series) Consumer Laboratories - 
Oragen (Miller, Mackay, Hoeck and Hartung 


PRODUCERS IN JAPAN 


IWANAMI PRODUCTIONS, INC. 

No. 22, Kanda Misaki-Cho, 2-Chome, Chiyo- 

da-Ku, Tokyo 

Phone: Tokyo (301) 3551 

Date of Organization: May, 1925 

T. Oguchi, Exec. Director (Prod.) 

K. Yoshino, Exec. Director (Prod.) 
SERVICES: Production of educational films, P. 
R. films, documentary films, T.V. films and 
theatrical films. FACILITIES: Studio, screening 
rooms, animation room, special photographing 
room. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: Symphony in Steel (Kawa- 
saki Seitetsu K.K.); Toshiba in Progress 
(Tokyo Shibaura Electric Co.) ; Modern Fas- 
tener (Yoshida Kogyo Inc.); Soy Sauce - 
Kikkoman (Noda Shoyu Co., Ltd.) ; On Land 
and Sea (Mitsubishi Nippon Heavy Industry 
Co., Ltd.) ; Wall in the Sea (Tokyo Denryoku 
Co., Ltd.) ; Sakuma Project (Dengen Kaihatsu 
K.K.); Arimine Dam (Hokuriku Denryoku 
Co., Ltd.) ; Sheet Glass (Nihon Sheet Glass 
Co., Ltd.). 


NICHIE! KAGAKU PRODUCTIONS 
Ohtaya Bldg. 8-2 Shiba Shinbashi, Minato- 
ku, Tokyo 
Phone: Tokyo (571) 6044-7 
Date of Organization: October, 1951 
Tokichi Ishimoto, Representative Director 
(Head of Project & Planning Dept., Prod.) 
Masatada Kobayashi, Director (Head of 
Business Dept. & Producer) (Cont’d.) 
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from afar... 
they look alike 

but whata ! 


difference in! 
picture quality! | 


ses . the other a new lenticular 
of Radiant Screen. You'll be aston- 
which i Ann fect ished at the difference this new 

bert sheet pictures ve more brilliance, 
reflective lenses. more clarity, rich, more natural 
eddition— —the lenticu- 

screen is extremely ective for projection in 
darkened or even lighted rooms — no extreme 
or unusual lighting conditions prevail. 


RADIANT’S 
Qoiticular pcroens 


for lighted or darkened rooms 


Available in Wall 
Roll-up Screen (Model 
WEDO) with exclusive 
STRETCH-BAR that 


rovides an instant 


t,taut surface.When | ® 
not in use the lenticu- 
lar screen can be 
rolled up. Washable, inal 


fungus and flame- 
proof. In sizes 40” x 
40” and 50” x 50”. 
Also available—lentic- 
ular portable TRIPOD 
Screens—in choice of 
two lenticular surfaces 
—Uniglow and Opti- 


glow. 


Screens for every A.V. need 


Every type of surface—wall, ceiling and 
tripod models—automatic electric—every 
size—are in the new Radiant Screen line— 
the world’s most complete line of screens. 


SEND FOR FREE BOOK 
on the new Radiant 
lenticular screens— 
and brochure listing 
complete Radiant line, 
as well as your nearest 
Franchise Dealer, 


RADIANT 


MANUFACTURING CORP. 
A Subsidiary of the United States Hoffman Machinery Corp. 


8220 NO. AUSTIN AVE., MORTON GROVE, ILL. 


RADIANT 
adecater 
ALLMASTER 
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EMPIRE PHOTOSOUND 


INCORPORATED 


Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 


THE GREATEST SALESMAN 
SINCE P. T. BARNUM 


COMPLETELY AUTOMATIC WITH 
BUILT-IN SCREEN 

@ Self Contained Speaker and Screen 

@ Portable—Easy to Carry and Operate 


@ Always Ready to Show Anywhere 

@ Uses Standard 16mm Films 

@ Proven Effective and Dependable 

@ Used in Exhibits, Special Displays 
Point-of-Purchase, Training Sales, etc 

@ Shows Products That Are Difficult or Impos- 
sible to Demonstrate by Other Means 


WRITE TODAY FOR 
COMPLETE INFORMATION 


BUSCH FILM AND EQUIPMENT CO. 
214 S$. Hamilton SAGINAW, MICHIGAN 


REVIEW SUPPLEMENT 


Nichiei Kagaku Prods: Cont'd. 


Kiyofumi Takada, Director (Head of Prod.) 
SERVICES: Production and distribution of P. R. 
films, educational films, TV films. FACILITIES: 
10-35mm cameras, 4-16mm cameras, various 
kinds of equipment and devices for special 
shooting, animating and line drawing, projec- 
tors and projection room for 35mm and 16mm 
films, 1-stage wagon, 1-micro buss, etc. 
RECENT PRODUCTIONS AND SPONSORS 
MOTION PictTuRES: Behind the Name Hitachi 
(Hitachi, Ltd.) ; Construction of Oil Refinery 
(Shell Oil Co., Ltd. and Showa Oil Co., Ltd.) ; 
Hiroshige (Ukiyoe Painter) (Shin-Mitsubishi 
Heavy Ind. Co., Ltd.); Cranes & Conveyors 
(Ishikawajima Heavy Ind. Co., Ltd.) ; Schisti- 
soma Japonicum (American Embassy-USIS) ; 
The Nature of Tuberculosis (Japanese Wel- 
fare Ministry); (The World of Vitamin B1) 
(Takeda Pharmaceutical Ind. Co., Ltd.); The 
Pathogenesis of Tuberculosis (Sankyo Co., 
Ltd.) ; The Mystery of Conception (Yamanou- 
chi Pharmaceutical Co., Ltd.). 


NIPPON EIGA SHIN SHA, LTD. 
9 Ginza Nishi 8-chome, Tokyo 
Phone: (571) 5651-6 
Date of Organization: 1931 
Masashi Shimizu, President 
Nobuyo Horiba, Managing Director 
Shigeru Shirai, Director 
Masao Tomizuka, Chief of the General Af- 
fairs Section 
Seiichi Aoki, Chief of the Business Section 
Shigeo Hayashida, Chief of the 1st Prod. 
Section 
Tokio Kurokawa, Chief of the 2nd Prod. 
Section 
Shuichi Fujimoto, Chief of the Planning 
Section 
SERVICES: Newsreel (Weekly), TV Film, Docu- 
mentary (long film), Educational Film, ete. 
FACILITIES: Lighting Fixture: 500KW (total) ; 
Camera: Aliflex (15), Michel (4), Eyemo 
(50); Recording Machine: RCA Double Sys- 
tem (4), RCA Single System (2), Anpex (3). 
RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: The Triumph in the Tunnel 
(Kansai Electric Power Company); S. S. Are- 
tic Sea (Kawasaki Heavy Industry Company) ; 
Vinylon (Kurashiki Vinylon Company) ; Kara- 
korum; The Antarctic Continent. 


TOKYO CINEMA COMPANY, INC. 
1 Surugadai 2-chome, Kanda, Tokyo 
Phone: 291 - 6351-4 (Tokyo) 

Date of Organization: March, 1954 

Sozo Okada, President, Exec. Prod. 

Ihei Kimura, Director 

Akira Iwasaki, Director 

Yutaka Yoshimi, Director, Head of Script 
Dept. 

Yone Kobayashi, Director, Head of Techni- 
cal Dept. 

Muneyoshi Samejima, Director 

SERVICES: Production and sale of science films, 

documentary films, educational films and P. R. 

films mainly by Eastmancolor. FACILITIES: 4 

Arriflex 35 ILA Cameras; 3 Cameflex Cam- 

eras; 6 Leitz Microscopes (Intra Vital, Pan- 


photo, Ortholux II, Dyalux L, UB Ultropak, 


CM III); Leitz Micromanipulator; various 


kinds of lenses and other equipment. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION PicTURES: New Method of Rice Pro- 
duction (Tohoku Electric Power Co. Corp.) ; 
Sun and Radiowaves (Japan’s Overseas Radio 
& Cable System); The World of Microbes 
(Chugai Pharmaceutical Co., Ltd.) ; The Battle 
of Microbes (Chugai Pharmaceutical Co., 
Ltd.) ; Cancer Cells (Chugai Pharmaceutical 
Co., Ltd.). 


PROFESSIONAL FILM 


AND TELEVISION GROUP 


TELEVISION FILM ASSOCIATION 


OFFICE (of the President) : John P. Ballinger, 
Screen Gems, Inc., 1627 W. 20th Street, Los 
Angeles 7, Calif. 

OFFICERS: John P. Ballinger (Screen Gems, 
Inc.), president; Jack M. Goetz (Consolidated 
Film Industries), vice-president and chairman 
of the board; Nicholas Muskey (Bekins Film 
Service), secretary-treasurer. DIRECTORS: 
Robert G. Hufford (Eastman Kodak Co.) ; 
Edward W. Valentine (TV Tape Syndicators) ; 
William F. Kelley (Motion Picture Research 
Council); Warren Strang (Hollywood Film 
Co.). Meetings are held the second Tuesday 
of each month. 

PURPOSE: To maintain a liaison between the 
producers and distributors of television film, 


COMPCO 


professional quality reels and cans 
are preferred by... 


the customers 


of... 


GEO.W. COLBURN 
LABORATORY, Inc. 


tre most Quality Consc:ovs™ 
16 mm him laboratory America 


Only Compco offers “a new dimension in 
quality” recognized and accepted by leaders 
in the movie making industry. Compco's su- 
periority is attributed to a new, major 
advance in film reel construction—result - 
ing in truly professional reels that run 
truer. smoother, providing lifetime protec- 
tion to valuable film. Compco reels and 
cans are finished in a scratch-resistant 
baked-on enamel, and are available in all” 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to: 


COMPCO corporation 


1800 N. Spaulding Ave., Chicago 47, tii 
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the television stations, and the companies pro- 
viding material and services to the television 
industry, to establish better operational prac- 
tices and particularly, whenever and where- 
ever feasible, to standardize these practices; 
to solve any particular problems in regard to 
operational practices presented to the associ- 
tion by either the members or the industry. 
PRESENT PROJECTS: To establish as a standard 
a special television film leader graduated nu- 
merically into seconds at sound speed (24 
frames second) which remains constant in 
both 35mm and 16mm film to replace the pres- 
ent television film leader which is graduated 
numerically into lineal feet and loses its mean- 
ing when reduced from 35mm to 16mm. 

To establish a standard cue mark and cue 
mark replacement for television film to elimi- 
nate the present destructive and time-consum- 
ing practice of each television station individ- 
ually cueing film. 

To promote the general usage of a “Booking 
Request Form” by the television stations 
which expedites confirmations and eliminates 
transcription errors. 

To educate the film handler at the television 
station in order to simplify his work and pro- 
long the life of television film prints. ime 


A Special Note of Correction 
vr On page 150 of the 10th Production 
Review, the listing of Proctor Jones 
showed a reference as “Peoples Gas & 
Electric.” This should read: Pacific Gas 


& Electric Co., of that area. ty 
MAAAAXX 
XX) 


Know How 


In this motion picture business tim- 
ing is a big part of know-how. When 
to start, when to stop and what and 
how long to shoot in between can 
make or break a film or a budget. 
After 45 years worth of govern- 
ment, industry and other films this 
timing know-how can save you 
Money on your next film. Call me 
and let's talk about it. 


Orleans, Ine. 


New York: 550 Fifth Avenue, Plaza 7-3638 
Knoxville: 211 W. Cumberland Ave., 3-8098 or 7-6742 
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FILM DISTRIBUTION 


Current assignments of executive personnel 
are noted in this revised Modern listing: 


% 


MODERN TALKING 
PICTURE SERVICE, INC. 


Headquarters Office: 
3 East 54th St., New York 22, N.Y. 


Phone: PLaza 8-2900 


Frank Arlinghaus, President 

George Lenehan, Vice-President 

Carl Lenz, Vice-President, Sales 

W. H. (Bill) MacCallum, Vice-President 

Elsie Cox, Treasurer 

Ralph Del Coro, General Manager, 
Operations 


Eastern Division Sales 

At 3 East 54th St., New York 22, N.Y. 
Phone: PLaza 8-2900 

Jack Lalley, Vice-President 

R. H. (Dick) Rogers 


At Detroit: 

19818 Mack .Avenue, Detroit 36, Mich. 
Phone: TUxedo 4-6222 

W. M. (Bill) Oard, Vice-President 

J. (Jim) Davis 


At Pittsburgh: 

210 Grant St., Pittsburgh 19, Pa. 
Phone: GRant 1-9118 

Don Konny 


Central Division Sales 

At Chicago, Illinois 

Prudential Plaza, Chicago 1, Il. 
Phone: DElaware 7-3252 

A. R. (Art) Bach, Vice-President 
Dan Kater, Cliff Wells 


Western Division Sales 

At Los Angeles: 

612 S. Flower St., Los Angeles 17, Cal. 
Phone: MAdison 9-2121 

R. M. (Dick) Hough, Vice-President 


SERVICE: In 1960, in its 23rd year, Modern 
represents over 400 organizations from indus- 
try, commerce and the professions, distribut- 
ing their public relations films to schools, 
colleges, industrial plants, offices, and to the 
public and private clubs, and social groups 
throughout the United States and Canada. 
Other primary channels of distribution in 
which Modern is a leading specialist include: 
theatres showing sponsored short subjects; 
television stations; and rural road-show opera- 
tions. Modern operates a network of 30 region- 
al libraries. For sponsors utilizing its service, 
the company promotes, ships, cleans, repairs, 
maintains and stores their films. Additionally, 
it counts audience attendance, records their 
comments, furnishes monthly tabulations. 


Our 25th Anniversary Year 
Complete |6mm and 35mm 
Production Facilities 
MOTION PICTURE SERVICE COMPANY 
125 Hyde Street e San Francisco 2, Calif. 
GERALD KARSKI, PRESIDENT 
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ANNOUNCING 


a new half-hour sound movie for 
your sales meetings and sales- 
training courses . . . 


“DEVELOPING 


YOUR SALES 
PERSONALITY” 


This 30-minute sales-training film fills 
a real need! As every experienced sales 
executive knows, a salesman cannot be 
fully effective without a good sales per- 
sonality. No matter what knowledge he 
may have about his company, its product 
or service, without a winning sales 
personality he cannot be a winning 
salesman. 


This “show-how” film features two of 
America’s top sales personalities — 
Borden and Busse. Through a series of 
lively demonstrations, the two Mr. B’s 
show common personality quirks that 
so often lose sales — and then show how 
to develop personality habits that will 
help any salesman do a better selling job. 
You can expect solid sales results when 
customers see in your salesmen the per- 
sonal qualities they expect — integrity, 
reliability, sincerity, courtesy, enthusi- 
asm, friendliness. 


This is a “must” film for your sales- 
training schedule. It fits all lines of 
business and applies to veteran salesmen 
as well as trainees. Reserve a print now 
for your next meeting. Prints are 16mm., 
sound, black and white. For purchase or 
rental information, write to Dartnell. 
Details will be sent by return mail. 


DARTNELL 


CORPORATION 
180! Leland Avenue 
Chicago 40, Ill. 


“HEADQUARTERS FOR SALES-TRAINING FILMS” 


FREE! Directory of 
Sales-Training Films 


Position__ 


Company. 
Street___ ; 
City Zone__ State 


MAIL COUPON TODAY TO THE 
DARTNELL CORP., CHICAGO 40, ILL. 
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Gerald L. Karski 


Motion Picture Service Co. 
Observes a 25th Anniversary 
vy Twenty-five years of successful 
operation were recently celebrated 
by Motion Picture Service Com- 
pany, a San Francisco producer 
specializing in theater trailers and 
TV commercials, according to 
President Gerald L. Karski. 

When Karski bought the studio 
in 1935, it was'a small, obscure 
theater trailer company. Business 
was limited in scope and volume. 
But Karski dug in’ with an energy 
born of enthusiasm and, for a 
quarter century, has, with the 
exception of three years in the 
Navy, devoted his time to building 
and expanding the firm. 

Motion Picture Service Com- 
pany now owns its own building, 
maintains a film processing labora- 
tory, recording studio, modern 
projection theater, animation 
department, cutting rooms, art 
department, sound stage and ex- 
ecutive offices. Its clients are all 
over the country and as far distant 
as Hawaii, Central America, 
Alaska and Iran. Advertisers 
served include Standard Oil Com- 
pany of California, Wine Advisory 
Board, Foremost Dairies, Roman 
Meal Bread, Sunlite Bakeries, and 
many others. 

Harold Zell, vice president, is 
in charge of all film production. 
Besides being a perfectionist in 
camera work, he has won recogni- 
tion as a sound engineer. Many 
innovations being used by the 
company are brainchildren. 
Zell’s skill as a producer of top- 
flight commercial films has won 
distinction for the company he 
serves. Among these are Oakland 
. . Tomorrow's City Today, San 
Francisco's Ageless Cable Cars, 
China by the Golden Gate, and 
Men, Machines and Mountains. 

A highly-skilled staff tops off 
the reasons for the firm’s progress, 
Karski said. 


New Gulpe for “cleaning-up” 
TV commercialism is being 
distributed by the American 
Association of Advertising Agen- 
cies for use by ad agencies and 
sponsors and producers of video 
commercials. The guide, an “In- 
terpretation of the AAAA Copy 
Code With Respect to Television 
Commercials,” has been issued on 
the recommendation of the organi- 
zation’s Committee for the Im- 
provement of Advertising Content. 
The Four-A Copy Code has 
been part of the association’s 
Standards of Practice since 1937. 
It has also been endorsed since 
then by the Association of Na- 
tional Advertisers and the Adver- 
tising Federation of America. 
The new “Interpretation” states: 
“Through the years, this code has 
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A Copy Code for Television Commercials 


j 
HEN Wholione 


proved to be a sound set of 
standards for ethical practice in 
the preparation of advertising and 
does not, in our opinion, need 
changing today. 
A Public Responsibility 

“Since it was written, however, 
the medium of television has 
arrived and grown to great stature. 
And the nature of the medium 
has brought many special problems 
of public responsibility for those 
who prepare television commer- 
cials. These special problems do 
not require a new code, because 
the principles involved have not 
changed, but they do warrant an 
interpretation of the code as it 
applied to the particular problems 
of television advertising.” 

The “Interpretation” expands 
on each of the seven points in the 
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iS NOT ESSENTIAL... 


Nothing is more effective than 
an organized slide presentation! 


Colburn Custom Services... 


Integration of your original miscellaneous 


transparencies, photographs and artwork, 


GEO. W. COLBURN LABORATORY, INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 


into an effective, easy-to-manage presentation 


© Film strips 

®@ Duplicate slide sets 
® Sound recording 

® Title services 


BUSINESS 


Copy Code and stresses also the 
need for “good manners.” 

The AAAA Copy Code is as 
follows: 

“The advertising agency should 
not recommend, and should dis- 
courage any advertiser from using, 
any advertising of an untruthful, 
indecent or otherwise objection- 
able character, as exemplified by 
the following copy practices which 
are disapproved: 


Seven Forbidden Practices 

“(a) False statements or mis- 
leading exaggerations; (b) indirect 
misrepresentation of a product, or 
service, through distortion of de- 
tails, or of their true perspective, 
either editorially or pictorially; (c) 
statements or suggestions offensive 
to public decency; (d) statements 
which tend to undermine an in- 
dustry by attributing to its prod- 
ucts, generally, faults and weak- 
nesses true only of a few; (e) 
price claims that are misleading; 
(f) pseudoscientific advertising, 
including claims insufficiently sup- 
ported by accepted authority, or 
that distort the true meaning or 
practicable application of a state- 
ment made by professional or 
scientific authority; (g) testimoni- 
als which do not reflect the real 
choice of a competent witness.” 

Copies of the new guide may 
be obtained free from AAAA 
Headquarters, 420 Lexington Ave., 
New York 17, N.Y. a 

* * * 
Compiles a Glossary of Film 
and Television Terminology 
ve Chetwynd Films, Ltd., Toronto, 
Canada, is compiling a compre- 
hensive glossary of motion picture 
and television terminology which 
will be available free to the indus- 
try early this summer. 

The jargon used in film and 
teevee production is a strange 
language, with phrases most con- 
fusing and often unknown to the 
newer members of the industry. 

Copies may be reserved by writ- 
ing the company at 21 Grenville 
Street, Toronto, Ontario. ag 

* 

Atlas Powder Films to Show 

Strip Coal Mining Technique 

vy Warren R. Smith, Inc., Pitts- 
burgh, is currently working on a 
series of films for the Atlas Powder 
Company to illustrate a new tech- 
nique for removing the surface 
covering to assist in strip mining 
of soft coal. The explosive dem- 
onstrations are taking place at the 
Marco Coal Company, Maysville, 
Pa. Rapid sequence and slow- 
motion photography are utilized. 
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rapid 


The TIROS Story: 


(CONT’D FROM PAGE 27) 
engineers on proposed anfmation 
sequences. 

In early December, veteran pro- 
ducer Reid Ray brought camera 
and electrical crews to Princeton 
for location sequences in the RCA 
plant. Tests of T/ROS components 
and assembly stages were photo- 
graphed; sounds of the weather 
satellite in orbit were recorded 
under actual test conditions. Each 
day, exposed film was rushed to 
Movielab in Manhattan where the 
color negative was developed and 
printed; these tests were projected 


Is Your Film 


e Scratched? 
e Dirty? 
e Brittle? 
e Stained? 


Then why not try 


THE FILM DOCTORS” 


Specialists in the Science of 
FILM REJUVENATION 


RAPIDWELD Process for: 
e Dirt 
e “Rain” 


e Scratch-Removal 
e Abrasions 


37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 
Send for Free Brochure, “Facts on Film Care” 


New Life For Old Film 
Long Life For New Film 


BUSINESS OPPORTUNITY 
Audio-Visual Sales Manager 
Experienced in selling promo- 
tion-training programs to com- 
panies. Your responsibility 
includes formation and super- 
vision of Audio-Visual Depart- 
ment. Remuneration open. Con- 
fidential. Send resume or letter 
to: 

William N. Kirshner, President 

W. Kirshner & Associates, Inc. 


Suite 4032, Board of Trade Bid. 
Chicago 4, illinois 
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on the following days in a nearby | 


Heightstown theatre. 


Careful screening of the rush — 


prints was essential since the film 
was to be used for 35mm _ wide- 
screen theatre distribution; TV 
broadcasting and in 16mm. Com- 
position of each scene had to be 
compatible to all three screen 
ratios. 

During the rest of December 
and well into January, work in the 
Animation Department at the Ray 
studios in St. Paul made steady 
progress. The picture was rough 
edited and the script finalized for 


recording under the direction of | 


Barton Kreuzer and Morris Staton 
of the RCA engineering staff at 
Princeton. These two men were in 
charge of the T/ROS project. 
On March 14 the actual launch- 
ing date of T/ROS was made 
known. Then work on the film had 
to be rushed to meet this advanced 
date. On March 24, editing by film 
editor Robert Winter under the 
supervision of Mr. Ray and RCA’s 
Morris Staton cut the film to 16 
minutes. A final cut to the required 
14-minute length was made when 


Byron Morgan, film supervisor for | 


the National Aeronautics and Space 
Administration (for whom RCA 
made the film) came to St. Paul 
for a final approval session. 
With final length “frozen,” 
music and sound effects were 
added and the final recording 
“mix” was made. On Sunday, 
March 27, editor Winter took the 
negative and sound track materi- 
al under his arm and planed to 
New York to deliver the film to 
Movielab for an answer print. 72 
hours later a 35mm color print was 
screened, in addition a black and 
white negative had been made 
from the color negative and 11 
16mm prints were processed. 
These 16mm prints were locked 
in a lab vault, waiting word that 
the launch was a success. The 
35mm color print was screened for 
approval by RCA officials at the 
Johnny Victor theatre in New 
York. When the success of the 


launch was announced early Fri- | 


day, April 1 . . . the waiting prints 
were delivered to the waiting news 
services and commentators. Seven- 
ty-five additional 16mm color 
prints were then processed and de- 
livered to the National Aeronautics 
and Space Administration and 
RCA for further distribution. 

A similar effort, awaiting another 
major satellite launch, is currently 
being undertaken by American 
Telephone & Telegraph film pro- 
ducer LeRoy Vanderford, at press- 
time for Project Echo. ie 


“In Your Hands” 
for 
Southern Railway 
System 


When you have é story to tell, let Campus Films tell 
it—skillfully, dramatically, 


Call or write Nat Campus, President— — a 
CAMPUS FILM ae INC. 


20 East 46th Street - New York 17, N. Y. . Phone: MUrray Hill 2-8735 


FILMS FOR 


QUEENSWAY FILM STUDIOS 
1640 THE QUEENSWAY TORONTO CANADA 


A DIVISION OF S. W. CALDWELL LTD. 
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John A. Campbe| 


Campbell Named Treasurer of 
The Jam Handy Organization 
vy John A. Campbell, vice-presi- 
dent in charge of Government 
Contractual Relations of The Jam 
Handy Organization, has been 
promoted to treasurer, it is an- 
nounced by Jamison Handy, Presi- 
dent. The appointment of Fred 
C. England and Elmer G. Voltz 
as assistant treasurers was also an- 
nounced. 

Mr. Campbell, who has been 
with Jam Handy for 26 years, has 
been in charge of the special train- 
ing devices and research division 
of the. Organization, which de- 
velops motion pictures and many 
other forms of visual presentations 
for the group communication 
needs of industry and of military 
training. 

Haig & Patterson Acquires 

Studio Facility in New York 

wy Haig and Patterson, Inc., of 
Detroit, Mich., and Dayton, O., 
has recently doubled its facilities 
through the acquisition of a New 
York City studio for the produc- 
tion of motion pictures. Paul Kel- 
course, formerly of Florez, Inc. 
and now a Haig & Patterson vice- 


Paul Kelcourse 


president, heads the New York 
staff. 

This announcement was made 
by President Earl Seielstad, who 


explained that the addition of the 
eastern studio-offices will enhance 
the effectiveness of the present 
headquarters in Detroit. 

The firm specializes in the crea- 
tion and production of sound mo- 
tion pictures and slidefilms for use 
in public relations, sales and em- 
ployee training. Access to New 
York’s talent pool and production 
facilities will mean expanded serv- 
ices with increased value to clients 
throughout the nation, Seielstad 
said. 

* * * 
Middough to Dallas Studios 

Miles Middough, veteran tele- 

vision producer-director, is the 


THE BUSINESS SCREEN EXECUTIVE 


Staff Appointments of the Producers and Film Laboratecries 


new production manager at Motion 
Pictures, Inc., according to Marty 
Young, general manager of the 
Dallas, Texas, business film com- 
pany. 
* 

Paul Hance Productions Names 
Broznan as Acct. Executive 

vy Ralph M. Brozan has joined 
Paul Hance Productions, Inc., as 
account executive. 

Mr. Brozan was formerly with 
Columbia Pictures International 
Corp. He will make his head- 
quarters at Hance’s New York 
office, and will report to Philip A. 
Melillo, the firm’s sales direc- 


tor. 


IN THE INTEREST OF 
INDUSTRIAL 


AV PROFESSIONALS 


FINAL SUCCESS OF FILMED PRESENTATION 
DEPENDS ON QUALITY OF PROJECTION SCREEN 


Good filming, careful projection—yet the pic- 
ture lacks clarity and colors are weak! This is 
a case of projecting on an improper surface. 
Da-Lite engineers have developed a screen sur- 
face that protects the audio-visual professional 
from such a problem. The famous White Magic 
glass-beaded surface is unequalled in quality. 
This screen gives outstanding clarity of picture; 
faithful reproduction of color. You'll find that 
you can seat your audience over a wider area 
with this new surface, too. For complete de- 
tails on types of screen surfaces available and 
their proper application, write Engineering 
Department, Da-Lite Screen Company, Inc. 


e. 
The exclusive Da-Lite Electrol, is electri- 
cally-operated . . . disappears completely 
when not in use, reappears in seconds at 
touch of control button. 

Developed for use in schools, churches 


Serving The 


udio WRITE TODAY! We'll 
be glad to help you find 
the answer to your audio- 
visual problem. 


tsual 
PROBLEM? 


NEW! ELECTRICALLY-OPERATED SCREEN 


IDEAL FOR INSTALLATION IN AUDITORIUMS 


and industry—this new screen may be 
installed in a concealed position—or 
mounted on wall and finished to match! 
Write for technical bulletin with complete 
details on this outstanding product. 


Audio-Visual Field For Over Half A Century 


alt. 


SCREEN COMPANY, INC., WARSAW, INDIANA 
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Walter J. Lynch 


Capital Labs Appoints Lynch 
for New York Sales, Service 
ve Walter J. Lynch has been ap- 
pointed sales and service repre- 
sentative in the Metropolitan New 
York area for Capital Film Labo- 
ratories. Mr. Lynch has, for the 
past 22 years, represented Mecca 
Film Laboratories of New York. 
He currently serves as vice-chair- 
man of the Motion Picture Group 
of the American Institute of Credit 
Men, and is a member of the 
SMPTE, the Institute of Radio 
Engineers and the Radio and 
Television Executive Society. 

Capital will shortly announce 
the location of a mid-town office 
in Manhattan. This office, to- 
gether with a special expedited 
messenger service for daily ship- 
ments to and from their Washing- 
ton Headquarters, will provide fast 
transfer and delivery to better 
serve Capital’s clients in the New 
York area. 

* * 

Heads Newsfilm Production 

vy Kenneth E. Brighton, for the 
past six years a film editor for 
Marathon TV Newsreel, has been 
named production manager of 
Newsfilm, Inc., a Marathon affili- 
ate. 

Marathon president Konstantin 
Kalser said Brighton would also 
serve as Newsfilm assignment edi- 
tor and co-ordinator of special 
events. Brighton is a former NBC- 
TV News staff member. hy 


* * * 


Haimsohn Joins Magna Film 
vy Gilbert Haimsohn has _ been 
appointed production supervisor at 
Magna Film Productions, Water- 
town, Mass. 

Mr. Haimsohn has been group 
leader and and producer-director 
of the Motion Picture Group at 
Avco Research and Advanced 
Development Division in Wilming- 
ton, filming reports on the Titan 
and Minuteman programs. 
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Grover Heads Niles Hollywood 
Division as a Vice-President 

Lionel F. Grover was recently 
named vice president in charge of 
the Hollywood Division of Fred 
Niles Productions, according to 
Fred Niles, president of the Chi- 
cago-Hollywood communications 
company. 

Grover joined the Niles organi- 
zation in 1957 and served as pro- 
duction manager of the animation 
business in the California office. 
Prior to joining Niles, he was asso- 
ciated with Raphael G. Wolff Stu- 
dios and Riviera Productions; he 
also worked with John Hix on his 
nationally-syndicated Strange As It 
Seems property. 
* 


Name Westerlund, Wilkes as 
Producers at Milner-Fenwick 
ve John T. Westerlund and Arnold 
Wilkes have been appointed execu- 
tive producers at Milner-Fenwick, 
Inc., Baltimore and Washington 
D.C. film company. Announce- 
ment was made by president Ervin 
M. Milner. 

Wilkes, formerly Director of 
Public Affairs and Education for 
WBAL and WBAL-TV in Balti- 
more, will supervise all educational 
films for Milner-Fenwick. 

Westerlund, who was a project 
sales manager with Martin Air- 


SITUATION WANTED 


Seeking Good Scripts? 
AUTHOR of two TV enter- 
tainment dramas would like 
to enter the industrial film 
field as creative writer. Would 
welcome the opportunity to 
join staff of company or pro- 
duction studio; or will write 
scripts on free-lance basis. 
Write: 

Box 60-A-2 
BUSINESS SCREEN MAGAZINE 
7064 Sheridan Rd. * Chicago 26, Ill. 


craft, will supervise Rocket, Mis- 
sile, Electronic and Aviation ac- 
counts in his new position. Lg 
Howard Turner Directs Sales 
for DuKane Audio-Visual Div. 
Howard Turner is the newly 
appointed sales manager of the 
audio-visual division of DuKane 
Corporation, electronics manufac- 
turer, St. Charles, Ill. 
Turner started with the com- 
pany in 1952 as a clerk in the 


DuKane's Howard Turner 


production control department. A 
year later he became district man- 
ager in charge of A-V sales in the 
Chicago territory. In 1954, he 
was named export manager for 
the entire corporation, and in °55 
assistant manager of the audio- 
visual division. 


Wilding Appoints Byron Keath 
to Industrial Show Department 
vy Wilding, Inc., Chicago, has 
announced the appointment of 
Byron Keath as assistant manager 
of the company’s industrial show 
department. Keath was formerly 
head of the creative department of 
Ira Mosher Associates, New York. 

In his new capacity, he will 
assist Manager Verle Bogue to 
help business promote products, 
ideas, and other themes through 
staged performances, including live 
acts and visual aids. Gy 


if you want the IMPACT 


of new ideas we have 


the creative hands to pro- 


duce resounding results 


..in the largest, most 


complete new facilities 


between Detroit and 


New York. 


HOLLAND-WEGMAN PRODUCTIONS 


Motion pictures for business, industry and television 
207 DELAWARE AVE., BUFFALO 2, N. Y. 
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CAMART 

DUAL 

SOUND 
EDITOR 

MODEL SB 111 


Complete with optical sound reproduction head, 
baseplate, amplifier speaker. For single or double 
system sound. Easy to handle, no twisting film. An 
unbeatable combination with the Zeiss Moviscop |6mm 
precision viewer. Gives sharp brilliant x 


pictures. $1950 


Dual Reader (without viewer) 


Zeiss Moviscop Viewer 


[ rary | 


MOOD 
and 
TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., cast asin st. 17, 


G 
‘brary 


 2695° 


Reader Viewer Combination 


CAMART CAR 
TOP CLAMPS 


Insure a steady 
support for your 
newsreel camera 
when atop a sta- 
tion wagon or car 
platform. Heavy 
bronze construc- 
tion. Weatherproof. 


Set of $2g00 


three 


New Design 
FILM BIN 
WITH RACK 


Editors rack and bin. As modern as 
present requirements necessitate. Size 
30 x 24 x 12. Rolls into any space. 


$4525 
5175 


we CHMERA MARTi. 


Complete with linen bag 


With easy to roll wheels 
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Kodak 8 Sound Projector 


New Kodak 8 Sound Projector 
Makes Debut in A-V Industry 
vy A new sound motion picture 
projector expected to spur wide- 
spread use of 8mm film techniques 
in the audio-visual industry has 
recently been announced by East- 
man Kodak Company, Rochester, 
N.Y. 

The Kodak Sound 8 Projector 
incorporates a complete system for 
recording and playing-back mag- 
netic sound on both old and new 
8mm film. It will give visual com- 
munications program directors in 
industry, government, education 
and other fields the opportunity to 
produce inexpensive 8mm_ film 
packages—complete with com- 
mentary, music, or other sound 
effects—that can supplement more 
elaborate and complete 16mm pro- 
ductions. 

The company cites the following 
Kodak Sound 8 features: 

A unique sound-drive system 
offers sound reproduction equiva- 
lent to, or better than, many 
current 16mm optical systems. A 
feature of the system is its split- 
second sound stabilization: less 
than a second is required for full, 
rich sound reproduction, and the 
internal braking mechanism cuts 
off the sound almost instantane- 
ously. The unique mechanism in 
this machine allows for continuous 
operation in reverse, including 
sound reproduction. 

The high impedance micro- 
phone and photo inputs permit 
the operator to record voices and 
music at the same time. Photo 
input can also serve as a “hi-fi” 
output to drive auxiliary amplify- 
ing equipment directly. 

The Kodak Sound 8 Projector, 
attractively styled with a two-tone 
blue metallic surface with blue 
leather covering on case, weighs 
approximately 30 pounds. List 
price is $345. Ud 


*” 


Electric Slide Changer for 

3% x 4” Offered by Genarco 
vy The Genarco electric slide- 
changer, Model 6800, accommo- 
dates up to 70 slides in its feed 
magazine, and more can be added 
if necessary. Slides to be used 
are standard 314” x 4”, with cover 
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New AUDIO-VISUAL Equipment 


Recent Product Developments for Production and Projection 


glasses and binding all around, as 
well as the new Polaroid-Land 
slides in plastic mounts. 

When the lecturer pushes a 
remote control button, a smooth 
mechanism driven by a powerful 
electric motor, changes the slide 
in less than '% second. After 
being projected, the slides stack 
themselves in the receiving maga- 
zine. No operator is required dur- 
ing the presentation; all the slides 
are projected in the right sequence 
at the precise moment desired. 
The change of image on the screen 
is accompanied by a pleasing cur- 
tain effect. 

The slide-changer can be mount- 
ed on all 314” x 4” slide projec- 
tors, including the Golde or 
Heiland, the Strong Universal Arc, 
the American Optical GK Delinea- 
scope, the Beseler Slide King, 
Translux, Bodde, and others. 

Additional information may be 
obtained from Genarco, Inc., 
Jamacia 35, N.Y. Ib 


The 12-lb. Samson Tripod 


Quik-Set’s Samson Tripod a 
Lightweight Aid for Studios 

vy A new professional tripod ideal 
for studio and 16mm motion pic- 
ture cameras has been announced 
by Quick-Set, Inc., Skokie, Illi- 
nois. 

The Samson tripod is light- 
weight (12 pounds) with tele- 
scope dimensions of 612 x 712 x 
441, inches. The height of the 
tripod can be adjusted from 38 to 
80 inches by means of a worm 
gear-driven elevator column. 

Accessories available for the 
model include a Lo-Hi unit for 
further height adjustments, a Sam- 
son dolly, a choice of still or 
friction pan heads and a Cine- 
Special Kodak adapter. Lal’ 


2 New Selectroslide Models 
Shown by Spindler & Sauppe 

Spindler & Sauppe, Los Angeles, 
originators of the Selectroslide, 
have recently introduced the SL- 
750 and the SL-1200, said to be 
the only 1200-watt continuous 
automatic projector for 48 slides 
on the market. 

All of the new SL-Series Selec- 
troslides have the finest Condensing 
systems. Optically ground and pol- 
ished aspherical and collective con- 
densers, teamed with a front-sur- 
faced reflecting mirror and high- 


New SL Series Selectroslide 


speed projection lens, provide 
maximum light output—even il- 
lumination across the entire pic- 
ture area, regardless of wattage 
used. Matched condensers are 
available for all the bayonet-mount 
lenses ranging from 114” to 12”. 

The SL-Series has a cooling sys- 
tem unlike anything on the market. 
A large volume of air is provided 
by the 87-CFM four-inch Venturi 
fan and a specially designed chan- 
nel provides cooling to both sides 
of the slide. The fan can also be 
used to cool the projector after use. 

Further information may _ be 
obtained by writing Spindler & 
Sauppe, Inc., 2201 Beverly Blvd., 
Los Angeles 57, Calif. ae 

* * 

Ecco 121 Concentrate a New 
Anti-Static, Wetting Agent 

yy Electro-Chemical Products Cor- 
poration, of Montclair, N. J. manu- 
facturers of the Ecco line of 
photographic chemicals for mod- 
ern film processing, recently added 
a new product—Ecco 121 Con- 
centrate, an anti-static treatment 
and wetting agent combined. 

Ecco 121 is the first product 
to achieve automatic, chemical 
control of dust-attracting static on 
film. Added to the final water 
rinse like a regular wetting agent, 
it does two important jobs: (1) By 


reducing water’s natural surface 
tension, it promotes fast, even run- 
off from film surfaces. Water spots 
and streaks are prevented from 
forming, and drying time is re- 
duced; (2) most important, Ecco 
121 automatically gives film sur- 
faces an invisible, chemical, anti- 
static treatment that prevents dust 
from being attracted to the film. 
Blemished prints from dust-spotted 
negatives cannot occur, and time- 
consuming wiping of negatives is 
not necessary. 

The new product is economical 
to use. Standard dilution is one 
ounce to one gallon of rinse solu- 
tion. It is packaged in eight-ounce, 
pint and quart containers, as well 
as in one-gallon plastic bottles. Ad- 
ditional information is available 
from the manufacturer. mg 


* * * 


Radiant’s New Film Master 
Screen Comes in Eight Sizes 
The new Film Master, a mod- 
erately priced portable projection 
screen, has recently been intro- 
duced by Radiant Manufacturing 
Corporation, Morton Grove, Ill. 
Produced in eight sizes, an im- 
portant feature of the screen is 
that it is one-piece seamless from 
the smallest size, 30” x 40”, to 
the 70” x 70” maximum. Featur- 
ing special fine grain Vyna-Flect 
glass-beaded fabric, which the 
company claims is whiter and will 


RADIANT 


stay white longer, the Film Master 
produces sharp, clear pictures with 
slides, motion pictures and film- 
strips in color and black, white. 

The screen is washable and 
fungus and flame resistant; thus, 
is ideal wherever people congre- 
gate—apartments, homes, class- 
rooms and meeting rooms, as well 
as where excessive moisture ex- 
ists. This factor eliminates storage 
problems. 

Retail list prices range from 
$22.95 to $49.95, depending on 
size. 
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The C. O. C. “Communicator” 


New, Compact ‘Communicator’ 
Offered by Camera Optics Div. 
*% The new “Communicator” 
sound and stripfilm rearview pro- 
jector combination is designed to 
satisfy a demand by industrial, 
educational and institutional users 
for a quality-engineered audio- 
visual unit. 

A compact portable double-duty 
set, the Communicator combines a 
rearview stripfilm projector with 
built-in screen and a four-speed 
record player. It is the first com- 
bination of its kind to play 12” 
records, give you 20 minutes of 
sound or narration at 33-Ysarpm— 
or 45 minutes at 16 rpm—without 
turning the record. 

The unit is ideal for the visual 
demonstration of products or 
services with accompanying nar- 
ration. Convenient for desk top 
or small group viewing, it sets up 
in seconds, without any need for 
darkening the room. Fine quality 


... Since 1920 


of a Good Producer 


is for Architectonic—the art 
of systematizing knowledge. 


is for Background. Back- 

ground enables one to re- 
member some things and forget 
others. 


is for Counsel. “They that 
will not be counseled cannot 
be helped.” —Franklin 


Not A Big Company, 
but A Bright Concern 


537 N. HOWARD ST. 
BALTIMORE 1, MD. 


components include a precision 
optical system with fully color- 
corrected anastigmat lens, 
large 8” x 6” patented “Len- 
screen” with extra wide viewing 
area, bright 75-watt projection 
lamp, and a top-surfaced mirror 
system that assures sharp projec- 
tion by means of a precision helical 
focusing device. 

The phonograph, with a four- 
speed motor for 16, 33-3, 45 and 
78 rpm records, has a high-gain 
amplifier, 5” speaker and variable 
tone and volume system. Other 
features include a click-stop film- 
strip framing device, special film 
holding attachment and easy one- 
knob controls. 

The complete unit in a smart 
attache case measures only 19” x 
13” x 5%” and is a practical 
audio-visual tool for sales pres- 
entation, training programs, ex- 
hibits and many other uses. It 
retails for $98.50. Manufacturer 
is C.O.C. Industrial Div., Camera 
Optics, 37-19 23rd, Long Island 
City, N.Y. 

* * * 

Sawyer’s, Inc. Announces Two 
New 35mm Slide Projectors 
vx Two new slide projectors were 
recently announced by Sawyer’s, 
Inc., Portland, Ore. The “500” R 
is a complete remote control 
model, including remote focusing. 
The “500” E has identical features 
as the ‘R, except that its auto- 
matic slide-changing is activated 
by a feather touch electric push- 
button on the projector. 

“In these two models, we have 
a 30-second retail store demon- 
stration that really captures pros- 
pective buyers’ interest,” said Bob 
Smith of H. A. Bohm & Company, 
Chicago, marketers of Sawyer’s 
photographic products. 

“Makers of other slide pro- 
jectors have done much to insure 
a good show, once the tray starts 
feeding slides. So have we. But 
we also looked backward to the 
lonely labors of the slide showman 
when he was setting up trays, and 
we did something about that, too,” 
Smith concluded. 

The “S00” R’s remote control 
focusing enables the operator to 
sit with his audience, instead of 
having to rush to the projector to 
adjust the focus. He can also 
change slides and reverse the tray 
movement for review, if desired, 
all by remote control. 

Sawyer’s “500” R_ projector is 
listed at $99.95; the “E” model 
at $84.95. ng 


MENTION BUSINESS SCREEN IN 
WRITING TO THE MANUFACTURER 
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Under the $.0.S Plan, leased equipment pays for it- 


self while it produces more profits for you—without 
the strain on your financial status. 


PLAN LEASING 


The S.O.S Plan, designed especially for the motion 
picture industry, makes it possible for you to expand 
your business, improve your services to the trade and 
increase your profits by acquiring the most modern 
Film Production Equipment .. . 


On a 3 or 4-year lease you pay only 10% down and 
at the end of the term you can renew your lease 
annually AT A COST OF ONLY 1% PER YEAR! 


Write for Free copy of S.0.S Booklet “How Leasing Can Increase Your Profits” 


$.0.S CINEMA SUPPLY CORP. 


Dept. H, 602 WEST 52nd STREET, NEW YORK 19, N.Y. Phone: Plaza 7-0440 SS 
Western Branch: 6331 Hollywood Bivd., Hollywood 28, California, HO 7-2124=———————— 


FROM ANY ANGLE 


shoot fast and sure 
with the versatile 


HERCULES 


Rigid Tripod with gear-driven Elevator 
adjusts height quickly and precisely. 


LO-HI unit works clear down to 
the floor. 


Tripod Dolly for easy maneuverability. 


Three types of Pan Head available. 


Priced From $245 


BROCHURE 


on Hercules Industrial 
Tripods and acces- 
sories with descrip- 
tions—prices— 
illustrations. 


Write today to: 


UICK:-SET Inc. 


8133 N. Central Park Ave., Skokie, Illinois 


without paying in advance for all its future 
service—as when you purchase outright . . . 


without paying exorbitant rent—as in con- 
ventional rental .. . you save up to 75% of the 
rental you are now paying. 


The $.0.S Leasing Plan makes it more eco- 
nomical in many instances for you to LEASE the 
equipment you require than to own it outright. 
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Send 
Your Film 
To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 


QUALITY 


SPEED 


Personalized 
SERVICE 


MOTION PICTURE LABORATORIES, INC 
Phone WHitehall 8-0456 
781 S. Main Street W 


mansh ip 


\ 
Vfour Film Deserves 
| 


Memphis 6, Tenn. 


SALESMEN GET IN 


+> * 
i 


STORY GETS TOLD... 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys a 

theater presentation on / 

his desk. Sets up easily | 

. in three minutes or 
less. You're in with your 
story — You're out 

with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen.... $349.50 


Write for Free Catalog 


rue HARWALD co 


1245 Chicago Ave., Evanston, Ill. 
Phone: Davis 8-7070 


HONORS NIGHT AS INDUSTRY FILM MAKERS HOLD A NATIONAL CONVENTION 


Industry Film Producers Announce Annual Awards 


Two Kaiser Pictures Share Prizes With Aeronutronics. Douglas, Nerth American 


A MID THE GLITTER and glamor of the Holly- 
wood tradition, the Industry Film Pro- 
ducers Association recently held its first 
national convention in Los Angeles, where 
member companies received gold and bronze 
plaques, as well as certificates of merit, for 
producing the best industrial motion pictures 
in five categories. 

Ronald Reagan, motion picture and tele- 
vision star, was guest of honor and M.C., while 
a well-known film actress made the award 
presentations. 

Numerous experts in the business film in- 
dustry discussed such vital subjects as “The 
Challenge of Film in Communications,” “Story 
Board Approach to Motion Pictures,” “Elec- 
tronic Motion Pictures,” “Career Opportuni- 
ties in Industrial Film Production,” “Film as 
a Tool of Marketing,” “Space Age Use of 
Motion Pictures,” and related subjects. 


Gold Plaques to Kaiser Steel Films 

The awards banquet began with the presenta- 
tion of two gold plaques for outstanding films 
in the Sales Promotion—Public Relations cate- 
gory. 

e L-D Steel, color, 13 minutes, sponsored 
by Kaiser Steel Corporation and produced by 
its public relations department . . . showing 
briefly the development of the L-D process of 
steel-making, including flux handling system 
during which the furnace is charged with 
molten pig iron and steel scrap, ending with 
the pouring of the metal into ingot molds. 

e Air Pollution, Everyone's Problem, color, 
20 minutes, sponsored by the steel company 
and produced by Gene Drossel . . . portraying 
with animation and live action the various 
factors contributing to air pollution, and 
explaining the accepted theories of smog and 
the conditions that make it a problem in 
southern California. 


Other Finalists in Public Relations 

Finalist awards were presented two films 
in the public relations category: 

e Dynamic Delivery - The Story of the 
Lobber, color, 20 minutes, sponsored by Con- 
vair Corporation and produced by Ralph Hall 

tells of the company-developed Army 
ground rocket, used to deliver a variety of 
supplies to troops in rugged locations. 

e Milwaukee on the Move, color, 35 min- 
utes, sponsored by Milwaukee Gas Light Com- 
pany and produced by Andrew W. Galvin .. . 
presents the problem of supplying a growing 
city with continuous service while also under- 
taking to expand its system to care for further 
growth. 

Other films entered in the P-R classification 
were: 

e Atlas: On Target, a 28-minute color film. 
sponsored by Convair-Astronautics and pro- 
duced by E. C. Keefer; From the Four Corners, 
a 10-minute color film, sponsored by Hughes 
Aircraft Company and produced by K. G. 
Brown; Birth of a Jet, a 14-minute color film, 


sponsored by Douglas Aircraft Company and 
produced by Ed Lyon; Computed Data in 
Sixty Seconds, a 15-minute color film, spon- 
sored by Consolidated Electrodynamics Cor- 
poration and produced by Emmett Brownell; 
Electra Newsreel, color, 20 minutes, sponsored 
by Lockheed Aircraft Corporation and pro- 
duced by Betty Jane Williams; Electronic Ca- 
pability, designed to promote the facilities and 
enlighten personnel of the sponsor, Convair; 
produced by Ralph M. Hall. 

Other films entered in the Sales film classi- 
fication included /t’s a Small World, sponsored 
by Lockheed to promote the sale of the new 
JetStar aircraft, and produced by Robert 
Strickland; Nautilus Arctic Passage, color, 14 
minutes, sponsored by Autonetics and produced 
by Jay Gordon; Of Men and Stars presents the 
history of Lockheed’s California Division, 
produced by Richard L. Bean; Supersonic 
Thunderbirds, color, 14 minutes, sponsored by 
USAF Air Photographic and Charting Service; 
Thor the IRBM, color, 27 minutes, sponsored 
by USAF. and 880 Progress Report 26 explains 
Convair’s flight and static testing of the 880 
jet airliner, produced by Ralph M. Hall. 

Top recognition in the Special Award cate- 
gory went to Biax, an 8-minute color film, 
(CONTINUED ON PAGE FIFTY-SEVEN) 


“RESCUE 


the FIRST and ONLY SAFETY FILM 
teaching the NEW methods of 


MOUTH-TO-MOUTH 
RESUSCITATION that... 


e has been officially approved for pur- 
chase under the Federal Contributions 
Program. 

e was officially approved and endorsed 
as a teaching film by the New York and 
American Societies of Anesthesiologists. 
e has won THREE National 1959 film 
awards: the NATIONAL SAFETY FILM 
CONTEST, the EFLA BLUE RIBBON and 
the CHRIS AWARD. 

e was produced under the technical su- 
pervision of the foremost MEDICAL au- 
thorities on the subject. 


Running Time—21!/, Minutes 
16mm Color Sound Print 
16mm B&W Sound Print 
25% Discount on 6 or More Prints | 
Now available in ENGLISH, FRENCH, SPAN- 
ISH and PORTUGUESE versions. Please spec- 
ify language version you wish to purchase. 
Send Orders or Requests for 
Previews for Purchase to: 


AMERICAN FILM PRODUCERS 


DEPT. RB-3, 1600 BROADWAY, NEW YORK 19, N. Y. 
PL 7-5915 
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John B. Lalley 


Three Vice-Presidents Named 
for Modern Sales Divisions 

- Appointment of three new vice- 
presidents at Modern Talking 
Picture Service, Inc. has been 
announced by Frank H. Arling- 
haus, president. The new officers, 
all in charge of important regional 
sales activities of the nationwide 
distribution company, are John B. 
Lalley, Arthur R. Bach and 
William M. Oard. 

Lalley will be in charge of the 
Southern Sales Division, although 
located in the New York office. 
He joined Modern seven years 
ago, is a former vice-president of 
Lalley & Love, film producers. He 
began his career after graduation 
from St. Joseph’s College as a 
reporter for the West Philadelphia 
News. 


ANNIVERSARY 


TH 
+ 


NOW IN PRODUCTION: 


1910- 


Aer 
Agriculture 
| Building Materials 
Co-Operative Associations 

Education 

Electronics 

Medicine 

Petroleum Products 

Pharmaceutical Supplies 

Sales Promotion 

Space Vehicles 

Weapon Systems 


FILMS IN THESE CATEGORIES 


Bach heads up the Central Sales 
Division, with headquarters in 
Chicago. He joined Modern five 
years ago from the Harwald Co. 
and holds a Master’s Degree in 


Arthur R. Bach 


Business Administration from 
Northwestern University. 

Oard will be in charge of Detroit 
District Sales, within the com- 
pany’s Eastern Sales Division. On 
graduation from Massachusetts In- 
stitute of Technology 12 years ago, 
he joined Modern and has served 
in several key branches of the 
service before going into sales. 

Further announcement of geo- 
graphical sales re-alignments are 
expected as the company fortifies 
all Divisions to handle greatly in- 
creased volume of films for all 
channels of distribution. i 


William M. Oard 


Day to Manage Optic Sales 

at Bausch & Lomb, Rochester 
vy Bert Day has been named man- 
ager of the new photographic and 
industrial optics sales department 
of Bausch & Lomb, Rochester, 
N.Y. 


Day, who has headed the photo 
and special products section, will 
assume the added responsibility of 
the firm’s entire line of motion 
picture products. These include 
the BalCold reflector, Cinema- 
Scope and Cinephor projection 
lenses, Baltar motion picture 
camera lenses and other special- 
ized lenses and filters. 

Creation of the new department 
will provide complete integration 
of sales procedure within the 
motion picture line, including pro- 
ducts covering the range from 
original photography to _ final 
theater projection. m 


mn 


at 50, we're too busy looking ahead 


to look back.... 


REID H. RAY FILM INDUSTRIES 


ST.PAUL CHICAGO WASHINGTON KANSAS CITY 


this is 
Magoo 
talking... 


... from INSIDE MAGOO. 
That’s a picture I just made 
for the American Cancer 
Society. 

Learned a lot from it. 
Learned not to be near- 
sighted about cancer. Too 
dangerous. Got to look ahead. 
Got to fight cancer with regu- 
lar checkups. Important pic- 
ture — INSIDE MAGOO. 
Could save a lot of lives. 


This is one of many Society 
films — all of them d 
to save liveb. 
of-fact. Oth 
Some d 
of cancer. Others discuss the 
program of the Society or 
probe basic attitudes about 
cancer. Running time ranges 
from about 7 to 40 minutes. 
Some are in 16mm only. 
Others are available 


Society Unit our city for 
information about these free 
films, or writeto: 
AMERICAN CANCER 

521 W. 57th St., New York 19, N. Y. 


Buyers Use Business Screen 

Over 8,000 companies, 
trade, groups, government 
agencies are now regular 
readers of BUSINESS SCREEN 


THE BUSINESS SCREEN EXECUTIVE | | 
‘ | | . 
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: 
Ss 
| 
py ©1959. 
UPA pictures, inc 
| 
a All of them are rate 
professional jobs. All#f them a 
= are important wea in the 
fight against cancer/Use them. 
| Contact ti an Cancer 
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EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY « 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e 


Association Films, Inc., 347 Mad- 
ison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 


The Jam Handy Organization, 
1775 Broadway, New York 19. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22. 


Oscar H. Hirt, Inc., 41 N. 11th St., 
Philadelphia 7, WAlnut 3-0650. 


International Film Center, Audio- 
Visual Equipment Rental Serv- 
ice, 1906 Market St., Philadel- 
phia 3, LOcust 3-7949. 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
udlow St., Philadelphia 39. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143. 


e WEST VIRGINIA e 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6- 
6731. 

SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


e LOUISIANA e 
Stanley Projection Company, 1117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE. 9-3391. 


e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldg., Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
9821 E. Grand Blvd., Detroit 
Zone 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 137 
Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massilon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


(Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lvwood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc. A-V Center, 
849 N. Highland Ave., Los 

Angeles 38, HO. 4-1148. 

S. O. S. Cinema supply 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 6, 


e OREGON e 


Moure’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 
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CRUCIBLE STEEL’S FILM: 


(CONTINUED FROM PAGE 31) 


On many occasions the camera, 
camera crew and director had to 
be protected by portable asbestos 
sheets. Heat near the furnaces 
and the roller lines was hitting 
around 2600 degrees. Throughout 
the entire shooting in the mills 
the crew was supplied with steel 
helmets, goggles and gas masks. 

A formidable array of equip- 
ment was required for the shooting 
of Specialty Steels. Besides the 
Mitchell and Arriflex cameras and 
related equipment, two 35-foot 
truckloads of lighting equipment 
were needed at all times, in addi- 
tion to a generator truck to supply 
the tremendous power needed to 
light the extensive dark areas of 
a steel mill in the maintenance of 
proper color balance. The equip- 
ment included lamps of 10,000 
watts, 5,000 watts, “deuces,” 
miles of cable, platforms, and fork- 
lift trucks capable of rising to a 
height of 25 feet. 

Editing of Specialty Steels re- 
quired 16 weeks, due to the highly 
technical nature of some of the 
information of the film. Jack 
Glenn had to “go back to school” 
and bone up on metallurgy both 
before writing the story and during 
its editing. 

Scenes had to be carefully 
selected—the color of the steel 
during a certain stage of its manu- 
facture was of highest importance. 
and in many instances the texture 
of the product was of equal im- 
portance. Width, thickness—all 
were important and subject to 
check by experts from Pittsburgh. 

A big aim of the writer-director- 
editor was to achieve technical 
accuracy and convey fascinating 
information while providing visu- 
ally stimulating, dramatic  se- 
quences built in harmony with a 
rich musical score (by Ross- 
Gaffney ). 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 
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( MAKE vere NEXT BIG MEETING ) 
A HIT} 


WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
LUCENT SCREEN AND CHANGED 
AT WILL BY REMOTE CONTROL 
WITH THE NEW GENARCO 3,000 
WATT SLIDE PROJECTOR WITH THE 
ELECTRIC SLIDE CHANGER:FOR 70 
SLIDES. GET ILLUSTRATED 
LITERATURE BY = 
RETURN MAIL FROM: 


GENARCO INC. 


97-08 SUTPHIN BLVD., JAMAICA, N. Y. 


EDITOR 


Available to do contract work 
in her own home. Well known 
professional with 19 years ex- 
perience in Documentary, 
Public Relations, Training 
Films, Theatrical Shorts, etc. 
Reasonable rates. Write: 


Box 60-3 


BUSINESS SCREEN MAGAZINE 
250 West 57th St. * N. Y. 19, N. Y. 


HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhauled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . . $1,400.00 
5-Wheel... 1,800.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 


Industry Film Awards: 


(CONTINUED FROM PAGE FIFTY-FOUR) 


sponsored by Aeronutronics, Division of Ford 
Motor Company, and produced by J. J. Bern- 
sen. This technical film shows features of the 
ultra-high-speed electronic computer elements, 
with animation used to point out the operation 
of the ferro-magnetic memory and logic units. 

The finalist award in this category was given 
Electra Flight, a 13-minute color film, spon- 
sored by Lockheed and produced by Betty Jane 
Williams. Through animation, the film por- 
trays the pleasures of traveling around the 
world on the prop-jet, Electra. 


Other Entrants in Special Award Group 

Other films entered in the Special Award 
classification included: 

e Pattern for Profit, a 34-minute color film, 
sponsored by Lockheed and produced by Betty 
Williams; Power for Bomarc, a 14'2-minute 
color film, sponsored by Marquardt Corpora- 
tion, produced by McNamara Productions; 
This is North America, an indoctrination film 
covering all six divisions of the sponsor, North 
American Aviation, Inc., produced by Sales 
Communications; and X-/5 .. . Man Into Space, 
a 72-minute color film, sponsored by Inter- 
national Business Machines Corporation, pro- 
duced by Algernon G. Walker. 


Douglas Film Wins Top Training Honors 

Top honor in the Training Award category 
was presented a “mystery,” Strange Case of 
Liquid Oxygen, a 13-minute color film, spon- 
sored by Douglas Aircraft Corporation and 
produced by Jack Gabrielson . . . detailing the 
precautions necessary with liquid oxygen. Tests 
show the contaminants under conditions which 
might occur in actual use, and a spectacular 
explosion of a Thor missile is used to indicate 
what could happen if these procedures are 
not followed. 

The finalist award in the Training category 
was bestowed upon MG-/3 Radar Lockon 
Techniques, a 14-minute color film, sponsored 
by Hughes Aircraft Corporation and produced 
by H. F. Burson, Jr. . . . depicting the proper 
use of MG-13 radar for training Air Force 
observers. The motion picture makes use of 
both live action and animation. 

Other films entered in this classification were 
F-102 Automic Flight Control Field Tester, 
featuring the utilization and procedures per- 
taining to Convair’s F-102 flight control sys- 
tem, produced by Ralph Hall; and The T2J 
Escape System, a 15-minute color film, spon- 
sored by North American Aviation, produced 
by E. L. Foster. 


Air Academy Picture Tops in Recruiting 

Top award in the Recruiting or Introduction 
category went to School of the Sky, a 14-minute 
color film, sponsored by the USAF and pro- 
duced by Pierre Wilson . . . for motivating 
young men to seek appointment to the Air 
Force Academy. A host takes the audience 
on a tour of the new institution and discusses 


' various aspects of the Cadet’s life. 


The finalist award in this category was won 
by Welcome to Douglas, a 23-minute color 
(CONTINUED ON PAGE SIXTY-TWO) 
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~Webo “M”’ Camere’ 


| Continuous Reflex 
Through Shooting Lens! 
Variable Speeds—8 to 
Per Second! 
@ Variable Shutter—from Clos 
180 ! arallax Worries! 
Motorization Provision: 


FREE CATALOG—132 PAGES 
of Photo Equipment 


62nd ANNIVERSARY 


Greatest Lens Offerings! 
Cameras — Regular, Indus- 
trial and scientific! En- 
largers—Solar etc.! Lighting 
etc.! Accessories—Write to: 


Dept. BS 4-60 


BURKE & JAME: 
321 S.Wabash Chicago 


Extra Copies of Production Review 
vy While the limited supply lasts, you 
can order copies of the 200-page 10th 
Annual Production Review at $2.00 each 
from Business Screen, 7064 Sheridan Rd., 
Chicago 26. Send orders early. 


For Title Needs 
we Serve You Right!” 


We have just installed the latest model typecaster 
to serve you better. Over 90% of our type is cast 
new for every frame assuring you of clean-cut letters 
—at no greater cost to you. The finest equipment, 
the best available craftsmen, reasonable prices plus 
speedy service are some of the reasons why Knight 
Studio, Chicago, “Serves You Right’ for your titles. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 
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FILM SHIPPING CASES 


Best quality domestic fibre 
Heavy steel corners for 
added protection 

Durable 1“ web straps 
Large address card holder 
with positive retainer spring 
Telescopic construction 
allows additional capacity 


Write direct to manufacturer 
for catalog. 


WM. SCHUESSLER 
361 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 
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FOR BETTER FILM SHOWINGS 


The Audio-Visual 
Projectionist’s Handbook 


Here’s a graphic, colorfully illustrated 
basic guide to operation and projection 
of all 16mm showings. Step-by-step sim- 
ple lessons on preparation and handling 
the show, room arrangement, projector 
care and maintenance. 

The widely-used Projectionist’s Hand- 
book contains threading diagrams of 
16mm projectors and other a-v equipment 
most widely used today. Plastic bound 
and printed in color with heavy cover. 


$1.00 the copy 


Special discount on quantity orders 
write or wire 


BUSINESS SCREEN MAGAZINE 
7064 Sheridan Road + Chicago 26 


Industry Film Awards: 
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film, sponsored by Douglas Aircraft Company 
and produced by L. G. Muller . . . explaining 
some of the firm’s history, with an outline of 
its products, missiles and aircraft. 

Other films entered in the Recruiting classi- 
fication were: Heart of the Missile, color, 18 
minutes, sponsored by Aerojet-General Cor- 
poration and produced by Ed Roden, and 
Make It Move, color, 10 minutes, sponsored 
by Convair, produced by Ralph Hall. 


The Winning Technical Report Film 

Top Technical Report Award was presented 
The World’s Shortest Runway, a 17¥2-minute 
color film, sponsored by North American Avia- 
tion and produced by Robert J. Gunther .. . 
showing the zero-length launcher for the F-100, 
with spectacular footage of the early attempts 
to launch a dummy aircraft and, later, the 
actual highlights of the F-100. 

The finalist honor in this category went to 
From the Smallest, a 15-minute color film, 
sponsored by Lockheed and produced by 
Everett Kelly . . . outlining the flight test pro- 
gram on the Electra to prove the static pres- 
sure system, and highlighted by air-to-air 
photography showing simulated weather con- 
ditions. 

Other films entered in the Tech Report classi- 
fication include: F-/06 Antenna System, color, 
16 minutes, sponsored by Convair, produced 
by Ralph Hall; High-Low Speed Escape Sys- 
tems Development and Tests, color, 52 min- 
utes, sponsored by NAA, produced by E. L. 
Foster, and Tactical Army Data Processing, 
an 8'-minute color film, sponsored by Thomp- 
son Ramo Wooldrige, Inc., and produced by 
Jack R. Smith. 


WHERE SCRIPTS GO WRONG: 
(CONTINUED FROM PAGE THIRTY) 


key phrase or two that the audience can re- 
member: “Help our bobwhite to find an Okla- 
homa home. See that they have more fence- 
rows on your farm!”) 


6. Why should they watch it? 

(What good can any film do its sponsor if 
the viewers sleep through it? One way or 
another, a picture should always incorporate 
interest factors that will hold the attention of 
its selected audience. How do you decide 
what’s interesting? Know your audience! ) 

Treatment approved, next step’s the shooting 
script—a document that details instructions to 
director, crew and talent. It explains what action 
is to be recorded on film, and in what manner. 
Questions to check include: 

7. How do you take a picture of it? 

(Raw ideas tend to be general and abstract, 
but film demands the specific and concrete. 
Failure to realize this results in the “talky” 
picture in which the narrator carries the ball. 
Solution? Translate your data into action, with 
people doing things.) 


8. What should they look at next? 
(The great strength of film as a medium lies 
in its power, through visual continuity and the 


closeup, to focus audience attention on pre- 
cisely the action and/or details which are most 
important to development of the idea. But 
unless the script makes it clear to the director 
that it’s important to build to a big image of 
the crack in the framus valve, this tremendous 
advantage is thrown away.) 


9. Sam, have you got the pants too long? 

(—Or, are you giving each shot and sequence 
precisely the emphasis that you intend and 
that the scene deserves? The over-emphatic 
opening, the top-heavy climax, the minor point 
stressed or major issue slighted—all such con- 
stitute failure to proportion your film properly, 
and result in loss of effectiveness. ) 

The writing of narration is the final step in 
the scripting process. For accurate timing, 
lines must remain strictly tentative until all 
footage is shot and workprint edited. Among 
the points to consider, ask yourself: 


10. Is the track loaded? 

(Confronted with new facts or feelings, 
your audience needs absorption time; an oppor- 
tunity to assimilate information and ideas. And 
since most of a film’s impact is visual, a 
narrator charging through endless reams of 
copy almost always does more harm than good. ) 


11. Would it play better on radio? 

(A lecture is a lecture is a lecture. It 
doesn't belong on film—not even with pretty 
pictures to illustrate it.) 


12. Does it make sense? 

(Involved sentences, fancy phrasings, beat- 
ing around the bush, cuteness, illogical develop- 
ment, sloppy thinking—thrown into the narra- 
tion track of an otherwise acceptable film, 
they can reduce any presentation to absurdity. ) 

Twelve questions, twelve points on a check- 
list. Will their use solve all your planning 
problems? 

Obviously not. Twelve hundred points 
wouldn’t list all the variables that may arise in 
scripting a given film, and a first-class writer 
will carry you farther than any rulebook. But 
as the Chinese say, the journey of a thousand 
miles begins with a single step. In the same 
way, these principles are tested guideposts along 
the road to better films. Wy 


NEW STANDARD BRANDS FILMS: 
(CONTINUED FROM PAGE THIRTY-FOUR) 


tification of mistakes made in the filmed dem- 
onstration of the “wrong” way to interview. 

How to Train, the first course, was produced 
by Depicto Films. Depicto also produced the 
cartoon motion picture and filmstrips for How 
to Employ People. The b/w motion picture 
was produced by Walter Engel Productions, 
Inc. 

The How to Employ course is not a package 
of films that can be purchased or rented. Re- 
quests for group presentations from food 
service industry members are filled without 
charge by a Standard Brands representative 
who has been specially trained to serve as a 
Meeting Leader and who supplies all necessary 
projection equipment. Presentations are ar- 
ranged through the Standard Brands offices in 
many cities or at 625 Madison Ave., N. Y. 
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MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 


¥ developing color negatives e additive color printing ¢ reduction printing including A & B ecolor 
Slide film processing ¢ blowups e internegatives « Kodachrome scene-to-scene color balanced 
printing ¢ Ektachrome developing and printing registration printing ¢ plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 


PROTECTION 


— safe for helping to get new activities started 
and implemented without disclosure, 


— skilled in keeping product information under 
cover until time of impact... 


J AM H n NiDWs The Jam Handy Organization is well set up, with 
completely integrated facilities and experience, to 
maintain security while getting your job done right 

and right on time. 


® NEW YORK 19 ® CHICAGO 1 @ DETROIT 11 


{ JUdson 2-4060 STate 2-6757 TRinity 5-2450 
DRAMATIZATIONS + VISUALIZATIONS + PRESENTATIONS + MOTION PICTURES - SLIDEFILMS + TRAINING ASSISTANCE 
am _ ® HOLLYWOOD 28 ® DAYTON e PITTSBURGH 
Hollywood 3-2321 ENterprise 6289 ZEnith 0143 
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